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Chapter I 
Introduction 
Cranberries have been an item of commerce for 
over 300 years and have been cultivated for one-third of 
that time. During t hat period cranberry literature has 
been directed toward growing practices. Little has been 
1.;ritten concerning the marketing and distribution of the 
berry cro p . The extremely poor market conditions following 
·,'/orld War II have caused the government and a f ew individuals 
to turn their attention to t he mar keting function of the 
cranberry industry. These studies have been limited to one 
or two phases of the marketing process, i.e., pa ckaging, 
brand preference, etc. The study made by the writer dealt 
vdth the over-all pict ure of the marketing program of the 
cranberry industry. The purpose of this paper is to consol-
i date t he r e sults of these studies and the conclusions from 
the writer's own research. 
All agricultural and industrial products are 
fa ced with competition fr om similar or substitute products. 
The cranberry industry is no exception. The most s erious 
pro blem fa cing the cranberry industry, ot her than that of 
general competition, is one of providing a f air distribution 
of the ava ilable berries between the fre sh and processed 
outl ets. An over supply in one of the outlets could de press 
the market price of the entire crop . The two largest coop-
eratives, National Cranberry Association (N. C. A. ) and 
I 
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Eatmor Cr anberries, Inc. (E. C. I.), have att empted to 
meet this problem by the format ion of the Growers' Council. 
This Council is res ponsible for allocating the available 
cranberr y crop between the f resh and proces s ed f ruit channels. 
In discussing t he marketing activities of the 
cranberry industry, much emphasis is placed on the operations 
of the National Cranberry Associa tion and Eatmor Cranberries, 
Inc. The N. C. A. holds a dominating position in he market 
f or the processed cranberries. The association's pr ice and 
selling policies a re a controlling factor in this phase of 
t h e industry. ..!.: • C. I., forrnerly t he American Cr anberry 
Ex change, holds a simila.r position in the fresh f r uit pha se 
of the industry. The presence of numerous inde pendent dis-
t r ibut ors and smaller coo perat ives in the fresh fruit f i eld 
limits, somewhat, the control of prices exerci sed by E. C. I. 
Because of t heir position in the marketing phase, t he f uture 
of the t wo big coo !1 er at ives, Nat ional Cr anberry As sociation 
and ·~atmor Cranberries, Inc., is the future of the cranberr y 
indus try . At the present time, a s in t h e past, there is 
keen rivalry among all 1~he coo per at ives for membership, 
because through membership the re is control of t he crop and 
the industry. 
Pr i mar ily as a r esult of better knowledge of 
disea se control a nd the a pplication of sound growing prac-
tices, the annual national production of cranberries has 
in crea sed f~om 31 8 ,000 barrels in 1900 to an estimated 
10 
1, 620,000 barrels in 1953.* 
Cranberries are grown commercially in only f ive 
stat es, li,assachusetts, Nm'r J ersey, ~1/isconsin, w-ashington 
and Oregon. Of t he total national crop about 607~ is grown 
in Jvla ssa chusett s. ~, :::, Be cause of its excellent keeping 
qualities and its acce ptance by the trade, the r.:~assachusetts 
cranberry compet es strongly with other state cranberries 
throughout the entire nation. This paper will place emphasis 
on the cranberry industry in ~assachusetts with reference 
to production in other states only f or necessary background 
mat er ial. Be cause of its dominance in t he industry , the 
quantit y and que.lity of the l:J.assachuset ts crop will vitally 
a ffe ct the consumer a cce ptance of the entire cr op a s well a s 
the market value of the crop. 
The first sections of this paper cover the h istor y 
of t he cultivated cranberry and a description of growing 
methods and pract ices. The history is pre s ent ed to give t he 
reader a background of the cranberry industry. The s e ction 
on grower pr a ctices, however, is i mportant to the market ing 
problems of t he indust r y . The effe ct that growing , 
harvesting and handling methods have on the crop market value 
cannot be overlooked. Proper methods of growing , harvesting 
and handling of t he cranberry crop are essential if a f i r st 
~:: 41. 
':' :::' 26 , p. 1. 
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quality product is to be secured . The success of any 
marketing program .depends upon a favorable consumer demand. 
One of the principle factors influencing the demand for 
cranberries is the quality of the fruit placed on the market. 
It is to the interest of t he industry and the grower that 
the grower utilize the methods that experience has shmvn 
result in a high quality pack. 'l' hese same methods tend to 
r educe losses while the berries are still in the hands of 
the gr ower.~' 
The next section deals 1.vith the methods used to 
finance both the grmr¥er B.nd the cooper c:tt i ves. This sect ion 
is important because the development of cooperatives in the 
industry resulted, not only from a need for a marketing 
agency but, f rom a need for a f inancing agency. The l a ck of 
capital has limited the construction of new bogs and has 
been a contributing fa ctor in the trend toward l ar ger bog 
holdings by a smaller number of individuals. Since the 
growing ar eas are limited, cont rol of the crop by a few large 
growers could lead to manipulation of the l aw of supply and 
demand . The activities of t he cooperatives in f inancing the 
smaller growers have helped to limit the trend toward larger 
holdings. 
The marketing section of this paper presents the 
rea sons f or and the results of the cooperatives. The 
a ctivities of the N. C. A., • C. I. and the inde pendent 
>:: 30. p . 1. 
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marketing agencies h ave been stud ied and analyze d f rom the 
viewpoint of the a f fe ct of the ir activities upon the mar ket-
ing process. The cranberry industry is like one big (but 
not always happy) family. The activities of one member have 
an i mmediate effect upon the other members of t h is it family". 
The closely knit relationship that exists within the industry 
demands tha t the individual me mbers must cooperate •r ith each 
other if the entire indust ry is to remain profit able. I t 
must not be overlooked, however, that a policy or cooper at ing 
for t he good of th e indust ry is a t wo edged sword. The 
cranberry indus t ry provides fe rtile gr ound f or t h e gr oY\rth 
of a mono polist ic group. This is borne out by t h e f a ct that 
one anti-trust s uit was brought against the l ar ger coo~erative s 
in t he pa st . At t h e pr esent time t he Growers ' Council is 
be ing st udied by the l''eder al Government to a sc ert a in if' the 
anti-t rust l aws are be ing violated by t he a ctivities of t he 
Council. 
Chapter II 
The History of the Cranberry 
A. Use by Early Settlers 
1. Pemmican 
13 
The use of cranberries by the Indians proba bly 
dates ba ck to at lea st 1550. The crushed fruit was n ixed 
with dried deer meat to make a nutritious product called 
pemmic an. The Indians also used this f ruit for medicinal 
purposes, one use being a poultrice for wounds r esulting 
from poisoned arrows. vVhen the early Pilgrims settled at 
Pl~nouth, they learned t 1at the cranberries were e dible. 
Soon they were stewing cranberries in wat er with a bit of 
sweetening and were calling it cranberry sauce. It has 
been said t hat cranberry s auce was served at the first 
Thanksgiving f east and f rom this grew the custom of serving 
cr anberries on Thanksgiving Day.* 
2. Anti-scurvy Product 
Early in the history of the new world sea capt a ins 
discovered that the cranberry wa s a preventative f or scurvy, 
t he dread disease of the early sailing days. Seldom did a 
ship leave New Engl and harbors without several barrels of 
dried cranberries to be used as a combatant against scurvy. 
3. Orig in of the Name 
The early Narragansett Indians called the bright 
* 1, pp . 1-2. 
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red berry l1 Sasemineach '1 .>:' There are two stories on the 
origin of the name cranberries used by early settlers. 
According to one, just before the blossom expands into a 
perfect flower t he stem, calyx and petals resemble the neck, 
head and bill of a crane. This resemblence led the early 
settlers to call the berry crane-berry. According to another 
story, the settlers observed cr anes feeding on the berry, thus 
the origin of t he name. Crane-berry eventually became cran-
berry a s we know it to- day.** 
B. Development of Cultivated Bogs 
1. First Bog 1 812 at Cape Cod 
Long before the revolution the wild cranberry was 
a common article in com1nerce. Around 1 812 at Dennis on Cape 
Cod, Henry Hall began to experiment with the cultivation of 
the cranberry. He had observed that wild berries growing in 
patches along the shore of Cape Cod ha.d vines that were 
greener and f ruit that was more plentiful and brighter in 
color. He noticed that these pat che s were usually rather 
sandy a s a result of the strong winds that drifted the sands 
over the patches. This discovery, the importance of sand in 
the cultivation of cranberries, is a fundamental principle in 
all cranberry groV>r ing. To-day, after 142 years, grmver s are 
still f ollowing the basic discoveries of Henry Hall. ~,,:o:c 
* 7' p . 1. 
~~ ':' 44. 
;',c::o:< 1, pp . 2-3. 
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Cultivation of the cranberry sprea d on the Cape 
until, by 1 855, 197 acres had been built. 'l' o-clay cranberry 
bo gs spread .fr om Hanson t;o Orleans on the Cape and re present 
about 16 ,000 a cres. r~, any bogs have been producing for over 
a hundred year s and are still in top condition.::'.< 
2. Other Are a s 
By the 1830's a nd 1 840 's attempts were ma de to 
start bo gs in Southern New Jersey. Befor§ the Civil War, 
around 1 853, Wisconsin had its first bo gs constructed. In 
the 1 880 's a Massachusetts grower migrated to Oregon. He 
took \·lith him some cranberry vines and soon after his 
arrival built a bog. From Oregon the cranberry moved across 
t he Columbia River into the state of 'v lashington.~:o:: 
Cranberries are grov.m in narts of the Provinces 
of ~uebec and British Columbia. Production in Canada has 
been limited in the past, but, because of ideal conditions, 
future production is sure to increa se and the Canadian cran-
berry will be an i mportant factor in the market o' 
3. Center of the Industry 
Cranberries are produced commercially in only five 
states in the United States - l"vlassachusetts, New Jersey, 
vvisconsin, Ore gon and i'Jashington. ully 60% of the total 
crop is grown in I>lassachusett s. lith in Massachusetts, 
Plymouth County is the l a rgest producer with about 70~ 
~< 1, o. 3. 
~:< ~:' 7' p . 2. 
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of the total crop coming from there.* 
C. Place in Agriculture To-day 
1. Highly Specialized Crop 
Perhaps no other agriculture crop is more 
s pecialized t han cranberries. The grower must sele ct a 
location where the soil is acid as the cranberry will not 
thrive in non-acid soil. To keep the fer t ility down the 
grovrer must have an adequate supply of sand to s pr ead over 
the bogs every three or f our years. To combat insects and 
cold the grower must have a l a r ge supply of water to f lood 
his bogs rapidly and completely. To or event water damage 
to h is vines the grower must have good drainage to draw of f 
the flood water quickly, as soon as the need for t he 1nTater 
has passed. 
sizeable investment must be made before any 
i ncome from the l and can be expected. The figures below give 
the current cost for building and ma intaining an a cre of 
bog unt il it begins to produce. 
Present Cost of Building Cranberry Bogs 
Cost Per 
Land • • • • • • ;i~ 10 -
Clearing, ditch ing, turfing, grading, sanding 800 -
Ten barrels of vines at 010 per barrel 100 -
Planting vines • • • • • • • 50 -
Acre 
100 
1 800 
100 
200 
Incidentals (tools, dams, head-gates, buildings, 
etc.) • • • • • • • • • 400- 800 
~ 1360 - 3000 
Iv:assachusetts De partment of Agriculture Bullet in No. 44 7. 
i,< 26' p . 4. 
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The figures above re present invest ment in the bog 
acres only and do not indicate the investment that the grower 
has in v-Tater reservoirs and sand banks and in t he up-land 
a cre s surrounding the bogs. It has been estimated that the 
total investment in the Unit ed States equals ;;,s6o, ooo ,ooo . :r.' 
One fact that makes cranberry grov-Ting hazardous 
is the l at e sea son harvest period of the cranberry. The 
growers must be constantly on the al ert f or sudden cold 
s pells in t h e fall t ha t cou ld destroy the cro p . Ea ch col d 
s pell means that the h arvest will be extended l ater int o the 
fall and increa se still more the hazards of f r eezing weather. 
Af ter the bog has been f looded and drained no picking can be 
done for several days to allow the vines to dry . Berr ies 
that are picked wet are more like ly to spoil and losses are 
i ncreased. 
2. I ncreas ing Production 
The annual size of the cranberry crop has increas ed 
each year with f evv exceptions. The 1953 crop is the l ar gest 
in history, mor e than 1,000,000 barrels. This tremendous 
increase has resulted fr om i mprovement of f lowage fa cilities 
and the general adoption of better cultural practices r ather 
than extension of acreage. New inse cticides and fungicides 
have greatly aided the grower in cutting losses due to 
irtsects and fungus. The acreage devoted to cranberries has 
:r,, 8 , D . 3 • 
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remained relatively stable. :.!< Yields have been i ncre a sed 
by the present pr a ctice of harvesting f loats. i'f Floats are 
unsuitable f or fr esh sales but a re of good canning quality. 
l' he limited canning of the past caused these berries to be 
lost, but to-day they are h arve sted a nd rushed t o t he 
cann ery to be processed. 
It has been estimat e d t h at only 1 3 ~ of the 
available and suitable bog l ands in Ma ssachusett s have been 
cu l t i vated.':":' Ex uansion to these uncultiva t ed lands, howe ver, 
is not likely to be great. 'r he h i gh cost of l abor, a s ;,v-ell 
a s the l a ck of labor since the war, has discourag ed the 
build ing of new bo gs. The inf l ated bog values in ·Lassa-
chusetts, \•Thi ch have resulted from bog s a les a f ter t he \'far, 
are a further deterrent to expansion. Inflated land values 
have resulted in great er risks to the growers who are, f or 
the most part, cautious about e x pand ing their a creag e at 
this time. 
Condit ions else\llrhere in the Un ited States have 
not been so critical. creage in Wisconsin, Oregon a nd 
tlashington h as increa sed along with product ion. ;iisconsin 
is characterized by flat level land whi ch can be graded and 
i,< 26' p . 4. 
# Berries missed in harvest are salvaged by f looding 
the bog s and by scooping up the berries that fl oat 
to the surf ace. These salvaged berries are called 
floats. 
,;, ,:, 26 ' p . 5. 
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pl anted easily by machinery. Also, this l evel l and l ends 
i tself to mechanical harvesting and the grower can expand 
h is holdings without worrying too much about available labor 
to harvest his cro ps. Condit ions in Oregon and Na sh ington 
are much the same. It will not be too many ye ars hence 
before these areas seriously compete with r.-Iassachusetts 
f or the title of to p producer. 
3. ]t;iassa chusetts' Largest Ex port Crop 
'fhe production of cranberries in Massachusetts 
has paid well from the beginning. It has develo ped into 
the largest export crop of the state and has provided 
annual returns of f rom $ 5,000, 000 to $16,000,000 t o the 
urodu cers. >:~ 
Chapter III 
The Cranberry Bog 
A. Location of Bogs 
1. Water Supply 
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The i mportance of water in cranberry culture has 
been previously stressed. It is useful for disease control, 
f rost control and for irrigation. In ~ assachusetts there 
are laws f avora ble to cranberry growers regarding water 
supply. \ Ccording to the law the growers are allowed to use 
water from st ate ponds under t he direction of the Department 
of Public Works. ::' Growers who are not near one of the se 
ponds must construct a pond f or their own use. One grower 
com any, f or example, the E. D. At wood Plantation has three 
l ar ge r eservoirs which cover a total of 2000 acres. It 
took 20 years to build these reservoirs. The company ha s 
a central pumping plant which works 24 hours a day adding 
water to the reservoirs at a rate of 20,000 gallons per 
minute from the Weeweeanta River. The dra ined wat er from 
the bogs runs back into the river to be used by growers 
farther down st re am.':' ~' Many gr owers use the water in their 
reservoirs over and over, thus a smaller amount of water is 
needed. The reservoir must be situated in such a way t hat 
the bogs can be f looded quickly u pon warning of a frost. 
* 27, p . 7 • 
...... .. , .. n 6 
...... ... , ... 0 , p . • 
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If the pond is situated above the bogs this can be done 
quickly and efficiently by gravity flowing. If the pond 
is below the level of the bog, the water must be pumped 
into the bog . A pump delivering 10,000 gallons per minute 
will f lood 14 acres in 10 hours provided the bog is not 
over a foot out of level. :t.~ The success or failure of a 
grower me.y depend u pon his source of water, for a tremendous 
amount of water is needed. 
About 5% of the total bog acreage in 1~assachusetts 
are dry bogs. These bogs are not flooded at any time of the 
year. They are usually located near the sea and do not have 
late frosts in the spring or early frosts in the fall of 
serious consequence. Frequently the growers have some form 
of s prayer system to irrigate their bogs, and, if a frost is 
expected, they usually use the sprayer system as a protective 
mea sure.~:' :::' 
2. Type of Soil Needed 
Cranberries do best in swamp land of muck or peat. 
The soil does not have to be very deep, f requently a f ew inches 
of peat or one layer of turf over sand or clay gives good 
results. The soil must be acid. Sand is used to lower the 
fertility of some bog areas. Brush swamps are preferable 
to wooded ones. The cost of pulling stumps greatly increases 
the amount needed to build a new bog.*::'* 
* 27' p. 8. 
_._ .._ 26 p 7 
,,......... ' . . 
:0:<::~* 27, p. 7. 
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3. Type of Terrain 
The terrain in which the bog is located should 
prov i de the grower with good drainage. The ideal conditions 
exist when the land directly below the bog drops down 
rapidly, thus the water may be drawn from the ditches 
quickly at any time. Poor drainage results in greater weed 
growth and provides favorable conditions for diseases wh ich 
cause the berries to rot both on the bog and in storage. 
The bog should not be located in boxed in areas. The 
surrounding hills or forests prevent the fr ee circulat ion 
of air , and f rosts are more likely to occur in the poc ket ed 
areas. Crop losses due to f rosts are greater in protected 
areas t han in open areas. 
B. Pre parat ion of Bogs 
1. Form and Size 
Experience has shown in assachusetts that s mall 
bogs are more profitable than l ar ge bogs. Further, long 
nar row bogs are better t han compact ones. ~hth the compact 
bogs more time is taken in maintaining the bogs (vlheeling 
sand to the center of the bog ) and more time in harve st ing 
the crop (wheeling t he picked berries to the edge of the bog). 
Ma int a ining and harvesting the bogs mean constant tramping 
on t he vines, therefore, it is best to kee p such a ctivity to 
a minimum. Long narrow bogs usually require less tramping 
in the normal bog operat ions. Large bogs seem to be quite 
susce ptible to the insect called the black headed fire-worm. 
23 
Flooding kills a fungus and other enemies t hat of ten 
destroy this .ins ect, while protecting its eggs against 
t he adversities of \"linter. A longer period is needed for 
the natural foes of the f ire-worm to reach the center of 
a lar ge compa ct bog again after the f lood water ha s been 
drained . Thus, damage to the vines by the f ire-worm is 
more ext ensive.~:' Jviodern chemicals have done much to over-
come th is disadvantage, but most of the older producing 
bogs were built before the advent of these chemicals and 
are usua lly small and irregular in shape. The s mall, 
i r r egular size of the typical Massachusetts bog makes it 
i mpractical, and, often unprofitable, to utilize modern 
me chanical maintenance equi pment and pickers. The Wisconsin 
and v'le st Coast bogs are;, on the average, l ar ger and more 
symetrical because most of them have been built since t he 
advent of good insecticides and fungicides. Because the ir 
bo gs a re l arger, the ~lest ern growers have been able to 
ut ilize e conomically mechanical pickers and ma intenance 
e qui pment. As more and more bogs come into product ion in 
t h is ar ea, the savings on labor cost will enable the ··vestern 
grower to compete a ctively wit h the Massachusetts gr ower. 
2. Grading 
An i mportant factor is to locate the bog a s near 
level as possible. This not only means that less time and 
~:' 27 D . 8. 
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less wat er will be needed for f looding, but that water 
damage due to l a ck of oxygen will be less. ·ro flood a 
bog that is not l evel means that in some areas the water 
is quite deep. In these areas the vines and the fruit will 
be damaged from l a ck of oxygen, as they will be the f irst 
areas to be flooded and the l a st to be drained. IT the bog 
area is very much off level, dams are used at the different 
elevations according to the lay of the land.* 
3. Preparing the Land 
The land is cleared of trees and brush and is 
ditched and drained. It is then turfed, which means that 
t he turf is cut up into squares, dried and the roots shaken 
out and burned. This is an important phase in the bog 
construct ion because care must be taken to remove all the 
roots of ferns and all plants which are likely to g ive 
t rouble later, after the bog has been planted. Once the 
bog has been planted later removal and control of weeds 
become costly. ** 
Many bogs of recent years have been built with 
the aid of machinery. This method is cheaper, quicker and 
frequently more lasting . 
4. Building of Bog Dams 
For those growers who are not fortunate enough 
. to be located on a natural pond, the construction of 
~: 27, p . 9 . 
::!:Y,: 2 7 , p. 9 • 
25 
reservoirs and dams becomes nAcessary. 2a ch bog is a type 
of res ervoir, as it must be constructed in such a manner 
t h at t he f lood 1r.rater will stand on it. The reservoir and 
bog dams are turfe d on both sides and have a wi de core of 
sand. Frequently, when the dam must cross over soft l ands , 
it is sheet- piled lengthwise in the middl e with mat ched 
boards or planks. This type of construction increas es the 
cost of building the bog a s well as the maintenance. Thes e 
dams are usually wide enough to serve as road\1'/ays. 'l' hey 
should be a foot higher than the highest water level to 
prevent erosion fr om wave action. Inlet and outlet gates 
must be constructed in the dam. They should be l arge 
enough to f lood the bogs rapidly and to car ry off t h e water 
of t h e heaviest rains and of f lowages quickly.* 
5. Sanding 
Sand is used as a mulch when t he bog is f i r st 
pl anted and for r e s anding in after years to keep the 
fert ility low. Course sand is pref erred t o f ine sand as 
the latter promotes growth of mo ss and allows growth of 
weeds . The sand must be scr eened to remove l arge roc ks 
and pebbl e s, f or these can cause bruises on t h e knees of the 
pickers when the bog is finally in production. On Cape Cod 
sand is readily available in the vicinity of the bogs, if 
~< 27' p. 13. 
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not adjacent to them. Sand is hauled to the bogs by 
t r ucks and is s pr ead by h and over the area. ' layer of 
s and from three to four inch es is s pread over the entire 
bog . The s a nd helps check 'V'7eeds and moss, provides better 
drainage and aeration than peat, lessens t he effects of 
drought by acting as a mulch and g ive s off heat at night 
l e ssening the damage due to frost.;' 
6. Setting Out t h e Vines 
~ fhen deciding what variety of berry to pl ant, tne 
grower has many t h ing s to consider. On the Cape, 9 57o ·of 
t he vv-hole acreage is d evoted to Early Blacks and Howes. 
Because t h ey have been on the market f or many years, they 
are well known to the trade. 'l'hey are good produc e rs, 
good keepers and are well suited f or h and scooping . 'l' hese 
fact s a re the reasons fo r the high pe rcentage of a c r es 
devoted to these varieties. 'l' he Early Blacks have a dar k 
r ed color, and beca use of this, t h ey are valued for canning 
and f or cocktail juice. Hovve s have a higher pectin content 
and, therefore, are good for canning, but they lack the deep 
red color of the Early Blacks. Howes ripen later in t h e 
s e ason and some growers have both in order t o spread their 
harvest season over a longer period. Late ripening berries 
interfere with fall flooding, hmvever, and may be more costly 
to harvest with higher frost losses in an early fall. No 
':< 27' pp . 14-15 
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f loo d ing areas should have more than one variety be cause 
of dif ferent char a ct erist ics in quality, quantity and 
disease resistance of the differe nt varieties. 
Cuttings for new bogs are usually taken fr om a 
bog wh ich is in good condition and f ree from variety 
admixtures. These cuttings may be set out in the bog by 
hand , or they may be planted by spreading the cuttings along 
the ground and discing them in. The former method takes 
more time and labor, but more of the cuttings survive and 
the bog is covered more evenly and rapidly. The latter takes 
less labor, but bare spaces are more likely to occur wh ich 
must be re pl anted at a l ater date. Once planted a bog 
seems to be nearly permanent if it is properly cared f or. 
Some bogs on the Ca9e have been producing a hundred years 
and many more are rapidly reaching that age. * 
7. Care of New Bogs 
The new bog should be flooded immediately after 
pl anting, in order to wet the vines down and to pack the 
sand. The water is held near the surface a day or two and 
then drained to the bottom of the ditches . It is flooded 
again during the first season to v.Jet the sand and control 
insects only . winter floods are flowed as soon a s the 
ground f reezes as frost heaves the new vines out. Surplus 
water must be drained occasionally 'because as the ice floats 
,:, 27, pp . 19-20. 
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it will pull vines that are f rozen in out of the soil. 
In the f irst three years of a new bog , cond i t ions 
are favorable for extensive vTeed grm-vth. The vines ha ve 
not grown enough in this period to crowd the we eds out . 
If kept down dur ing the early years, weeds g ive little 
trouble later on. ~' nev-r bog is resanded with two-thirds 
of an inch of sand i rmne diately after the first picking . 
Ha intenance cost of a nev.r bog , unt il it cro ps , is about 
~400 t o f 800 per a cre. * 
C. Maintenance of Bogs 
l. l looding 
The cranberry is perhaps the best equipped 
agriculture product for protection against its natural 
hazards. Winter-kill is the term used to refer to plants 
that are killed due to desiccation. ~hen pl ants are exposed 
for a v.re ek or more to drying winds with the soil around 
their r oots frozen, they are unable to r eplace the water 
g iven off by the l eaves and they soon die fr om lack of water. 
The fortunat e cranberry merely needs to pull a blanket of 
water over itself a nd sit the winter out in safety. 
Fortunately f or the cranberry many of the insects 
and fungus that destroy it are destroyed by water. To 
control or destroy these diseases the grower merely has to 
f lood the bogs, hold the water on the bogs f or a few hours 
:t.< 27' p . 21. 
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and then drain off the 1,vater. lJiany diseases which are not 
killed by water alone can be destroyed by insecticides and 
fungicides that are soluable in water. ?looding provides an 
economical method of disease control. 
'I' he disadvantage of flooding must not be over-
looked. Sometimes vines are frozen into the ice and are 
u prooted as the ice is lifted by rising ~Arater. The vines 
are of ten damaged, particularly when the ice breaks up in 
the spr ing, if the ice is thick and heavy. Frequently when 
winter has been long and the bog has not been ref lowed during 
the winter due to lack of water, extensive damage occurs 
because of the shortage of oxygen. Some growers prevent this 
by draining the water off the bogs once an ice cap ha s formed. 
This method allows the ice to rest directly upon the vines, 
but allows air to circulate under the ice around the pl a nts. 
The apparent damage to the vines resulting from the weight 
of the ice is negligible. 
Spring flooding, to protect the bogs against late 
frosts, also presents dangers. The practice of flooding in 
spring has the tendency to carry fungus infection to the new 
growth and, sometimes, reduces the crop seriously by drowning 
the flower buds.::::' Frost flooding in the fall can be 1 i mit ed 
because of the ability of the berry to stand lower tempera-
tures. Flooding in the fall tends to impair the keeping 
* 27, p. 23. 
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quality of the berry and to leng~hen the time of harvesting • 
.After each flooding during harvest time the bogs must be 
allowed to dry before picking resumes, as wet berries break 
down more rapidly. Recognizing the importance of frost 
flood ing on the size and quality of the crop, the United 
States ~veather Bur eau sends out s pecial warnings to cranberry 
growers. These warnings are supplemented by those of the 
·.Jranberry Station of the I•:assachusetts · gr iculture ..!.Xperiment 
!<'arm v:h ich has selected certain bogs in representative areas 
f or temperature check points . Th is selection allows .for the 
variation in temperature at different localities. Temperature 
broadcasts are made for each select ed area and .from these, 
surrounding growers can see what the approximate temperature 
is on their bogs. 
2. Irr i r;at ion 
The cranberry bog is in more danger of being too 
wet than too dry . ~/hen a dry spell does occur it usually 
reduces the berries in number and in size and retards the 
ripening. ~orne grower s flood their bogs for a .few hours at 
night and completely drain the bogs afterwards. A better 
practice is to keep the ditches part ly full during the dry 
spell. Enough moisture passes into the ground from the 
ditches to give the pl ants water. Sprinkler systems are 
used f or irrigation and fo r f rost control, but, because of 
the cost, are not extensively used in I•1Iassachusetts.* 
~:< 27' pp . 23-25 . 
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3. Use of Sand 
Early in t:.he history of cranberry cultivation, the. 
i mportance of sand was known . \·ihen the roots of the pl ant s 
be come soil bound the vines become less productive. The 
roots and f allen l eaves f orm an insulating layer between t he 
vines and the ground. The heat radiating f rom the ground is 
ret a rded by t h is layer, and the vines are more sus ce ptible 
to freezing . 
A quarter of an inch to an inch of sand is spread 
over the bogs. Although the process sounds simple, experi-
enced men are needed to see that the sand is spread evenly. 
The best time for sanding is in the fall, because more labor 
is available and more time can be taken to do t he operat ion. 
In some localities sanding is done in the winter. Th e sand 
is spread on the ice and when t he ice melts the s and sinks to 
t he bottom. On the West Coast some growers mix sand with 
their winter flood water and the bog is sanded when this 
mixture is pumped onto it. The cro p f ollmving sanding i s 
usually smaller. The cost for sanding range s fr om ~30 to 
$70 per acre.:<< 
4. Pruning the Vine s 
A heavy growt h may result in lower f ruit production 
a nd then pruning becomes necessary. This may be done by hand 
or by machines that have been es pecially developed for this 
* 27, p . 25. 
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purpose. Some growers follow the practice of burning off 
heavily vined bogs but, sometimes , this results in damage 
to the roots and often r esults in increa sed weed growth. 
Several years may be needed before t he bog begins to 
produce again .* 
5. Fert ilizing 
Probably cranberry culture is the only type of 
agriculture that is not definitely aided by fertilizing . 
IJVhen cranberry bogs are fertilized, weeds may be encouraged 
greatly while providing slight benefit for the vines. 
Nit r ate of soda and acid phos phate often increase the yield 
of bogs wh ich have sand or clay underneath instead of peat. 
Although nitrat~ is likely to promote vine growth on a peat 
base, it is considered better to hold the flood v.raters late 
to get the desired vine growth. Cont inued use of nitrate 
has an undesirable effect on the keeping qualities of the 
fruit.~< ':' The end product, the berry, · is the important 
factor to be considered in all growing .practices. 
6. Diseases and Insects 
Cranberries , as all agriculture crops, are subject 
to attac~s by diseases and insects. ~ffe ctive control of 
these is obtained by flooding and by the use of chemicals. 
I;:ost of the bog spraying in the past was a hand operation. 
,:, 2 7 ' p • 2 5 • 
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The irregular and small size of the bogs did not make them 
adaptable to s praying by airplane. Recently the helicopt er 
has been used extensively for s praying a nd has proven 
successf ul and inexpensive. Many of the chemicals on the 
market are effe ctive a gainst only one or t wo of the diseases 
and insects. 3xperimentation ha s been going on to develop 
a single chemical that will be effective against all or 
most of the insects that infest the bo gs . 
7. \\feeds 
I f t he roots of weeds have been removed f rom a new 
bog before the vines are planted, we ed gro\~h will be 
limited. Weeds that appear in old bogs should be cl eared 
out regardless of the damage done to the vines in we eding.~:< 
Many effective herbifercides have been developed or use 
a s a weed control. ~~Teed control is a continuous a ctivity . 
Once a bog becomes overgrown with weeds it is expensive to 
r enovate it. The grower may find t hat berries f rom a weed 
infe sted bog bring less money at the screen house. There 
are l ar ger amounts of chaff in the field boxes due to weeds 
and this tends to depress the value of the fruit. 
D. Government Aid to Growers 
1. Growing and Handling Aid 
As has been mentioned, the ;Veather Bureau broad-
ce_st s frost warnings to growers during the sea son when 
~' 27' p . 3 2. 
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frosts are likely to a ppear. In addition, the Federal 
Government t hrough the Department of Agriculture publishes 
pamphlets on crop prices, estimates and growing aids. 'T he 
State of Massachusetts maintains the Cranberry Experiment 
Station at ~ ast Vfareham, l''1assachusetts. Here experiments 
are made with various varieties of cranberries, new methods 
for insect control and new developments in machinery. vJ ith 
the encouragement of the Nassachusetts Department of F.gri-
cul ture, grov-1ers' clubs have been f ormed to provide a place 
where growers can pr e sent their problems and can get infor-
mation from other growers and governmental agencies. 
2. Government Price Supports 
In a time when agricultural price supports are 
the rule, the cranberry industry is the except ion. The 
growers receive no aid f rom the government during short 
crop years or low price years. They have preferred to 
remain independent and to attempt to meet their problems 
with group action within the industry, rather than a cce pt 
outside aid. For this reason, cooperative a ction is more 
i mportant in t he cranberry industry than in other agri-
culture product fields. 
1. Time 
Chapter IV 
The Cranberry Harvest 
A. Picking Season 
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Cranberry harvesting generally begins around 
Labor Day and extends through October depending upon fruit 
maturity, size of the crop and weather conditions during 
the harvesting period. The different varieties have 
characteristics that affect the time of harvest also. The 
Early Blacks ripen early, and, if too mature when picked, 
they become overripe in storage and deteriorate in keeping 
quality. The Howes ripen later, however, and their keeping 
improves the later they are picked. Furthermore, the Howes 
ripen and color well in storage if they are slightly under 
ripe when picked.* Growers of this variety are better able 
to adjust their harvest period to the supply of labor. 
The size of the Massachusetts crop, as compared 
with the United States total and the predominance of the 
Early Blacks and Howe varieties, gives the Massachusetts 
grower a strong position in the market. The Early Blacks 
of Massachusetts dominate the market until the entrance of 
the Wisconsin and West Coast crop. As the crop from these 
areas is small, the supply is soon exhausted and the later 
ripening Howes of Massachusetts dominate the market in all 
,. . 30, p. 2. 
the United States until the season ends. 
The length of the picking season, the quality of 
the crop and, frequently, the size of the crop are largely 
affected by the weather. The early approach of freezing 
weather greatly reduces the crop. A small percentage of 
frosted berries may cause great trouble and expense, as 
they must be separated from the good berries. They also 
cause the sound berries to become sticky and dirty and their 
value as fresh fruit is impaired. Frosted berries, if 
harvested and delivered to canneries promptly, make excellent 
material for canned fruit.* 
2. Labor Problems 
In the latter part of the 19th century many growers 
imported laborers from the Cape Verde Islands to work on the 
bogs. Decendents of these laborers can still be f ound work-
ing on the bogs to-day. During and since World War II grow·ers 
have been faced with an acute shortage of labor. Many of the 
former laborers have left the bogs to seek work on road 
building projects, f actory work and other construction activ-
ities. The cranberry industry is characterized by a need for 
large numbers of workers for a short period of time. Just as 
farmers of the South and Southwest have turned to Ivlexico for 
their seasonal labor force, the growers of Massachusetts have 
turned to Puerto Rico for laborers. Growers make a contract 
* 30, p. 2. 
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with the United States Employment Service for Puerto Rican 
laborers. The United States Employment Service assumes the 
responsibility for hiring the workers in Puerto Rico and 
insures transportation to and from their homes. In Massa-
chusetts a foreman, 15 scoopers and 2 helpers may be con-
sidered an average harvesting crew for a 15 acre bog.* 
In addition to the farm help, labor is needed for 
the screening houses and packing plants. The problem is 
less acute in the processing end of the industry as work 
may be spread over a ten to eleven month period. The fresh 
fruit crop rarely extends beyond the first or second week 
of December. In most instances, a few key personnel are 
employed on an annual basis, doing maintenance work on off-
season periods. The major portion of the labor force is 
recruited from a group of housewives who are interested in 
working for short periods of time to earn a little extra 
money. A rather flexible and suitable working force has 
been built up under this practice. 
At present labor union activities have been 
limited or non-existent. The large proportion of itinerant 
labor makes organization difficult on the growing level. 
The large proportion of housewives working for extra cash, 
who do not compose a permanent labor group, has prevented 
large scale organization among the packaging and processing 
employees. 
t.< 30, p. 4. 
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The growers and packers find themselves unable to 
compete with other industries on wages. The pressure for 
higher wages and the shortages of labor have led more and 
more growers to adopt mechanized harvesting and packaging 
facilities • 
. B. Methods of Picking 
1. Hand Picking and Hand Scooping 
The shortages and high cost of labor have virtually 
caused hand picking to disappear. In its place a method 
called scooping has been developed. This is the method used 
by the majority of the growers in Massachusetts. The scoop 
is a box like affair with a rounded base and handles on the 
top . It is open at one end, rather than the top, and ha s 
wooden teeth as a leading edge. This scoop is properly 
used f rom a kneeling position. The teeth are pushed forward 
through the vines and then the berries are stripped from the 
vines by rocking the scoop backward on its rounded base. 
Growers using the scoop method find that it is necessary to 
train the vines, in order that they will run in the same 
direction. It is also necessary for the pickers to harvest 
in the same direction each year. If the vines are properly 
trained, the damage to them is less, the picking time is 
reduced and the amount of chaff with the berries is mini-
mized. An experienced picker can average about 100 pounds 
an hour by hand scooping with little damage to vines or the 
berries. The E. D. Atwood Plantation pays their pickers 
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~ .$5 per field box and it is reported that some of their 
experienced pickers have earned 130 per day.* 
The hand scoops hold about 1/2 a bushel of berries 
and when f ull the berries are dumped into field boxes. These 
field boxes are carried "ashore" by a crew of helpers, loaded 
on trucks and delivered to the screen house. About 10% of 
the crop is lost by the hand scooping process. In Wisconsin 
a modified scoop is used. 'l'his scoop has handles on it that 
enable the picker to use it from a standing position. The 
scoop is pulled through the vines in a swinging motion from 
right to left with the teeth dipping into the vines at a 
slightly forward angle.** 
2. Water Raking 
\vis cons in, where the prevailing low humidity and 
drying winds make water raking possible, is the only place 
where it is practical. This type of harvesting takes place 
aft er the vines have been covered with a shallow flood. The 
flood is just deep enough to float the berries on or near 
the surface of the water vihere they are then raked with scoops 
from a standing position. Ordinarily, cranberries should be 
picked only when the vines and fruits are completely dry as 
moisture seriously impairs the keeping quality of the fruit. 
The exception is, when rapid drying is possible, the crop 
may be picked wet. 
* 44. 
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The undesirable effect that the water has on the 
keeping quality of the fruit is overcome by the greater 
yields due to less harvesting losses, and by the reduction 
of injury to the vines. More than half of the Wisconsin 
crop is water raked, which tends to show that growers con-
sider the advantages outweigh the disadvantages. Costs are 
about the same because of the extra handling needed for the 
drying process.* 
The berries are usually placed in shallow drying 
crates just as they arrive from the bogs and are stacked 
loosely in an exposed position until the berries are dried. 
Another method calls for removing most of the vines and 
foreign material before the berries are placed in drying 
crates. This method has the advantage of shortening the 
drying time but has the disadvantage of adding to the 
handling costs.** 
Water raking is not practiced in Massachusetts 
because the high humidity of the region is not condusive 
to good drying conditions. 
3. Power Picking Machines 
a. Extent of Use 
Power picking machines have been used in 
Massachusetts for over 25 years. Their use has been limited, 
however, up to the present time. The size and shape of 
* 30, p. 5. 
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individual bogs, as well as the small average bog holdings 
of growers, have not made it practical, from a mechanical 
or cost viewpoint, to use machines. The increase in the 
size of holdings by a few growers that has taken place in 
recent years has made it economically possible to utilize 
machine pickers. This trend toward machines was a ided by 
the shortage and the high cost of labor that resulted from 
the war. 
The machine has seen its greatest development 
in the West and in Wisconsin. A large proportion of the 
bog acreage in these areas has been built since the advent 
of machinery and, as a result, the bogs were constructed 
in such a manner as to make it economical to use machines. 
Iviachines have been developed that pick the berries wet and 
dry. l'Jiost are built to be operated by one man. Helpers are 
needed to carry the field boxes "ashore" to be trucked to 
the screen house. Manufacturers claim that their pickers 
are capable of picking cranberries as cleanly and with as 
little injury to the vines as a high grade scooper. 
b. Costs Compared with Other Methods# 
Frequently part time and small bog operators are 
able to do all the maintenance and other necessary work prior 
to the harvest without hiring any extra help. ~Vhen harvest 
# For the following discussion the writer is indebted to 
Dr. B. D. Crossman, Research Professor in Farm Manage-
ment, University of ~assachusetts. The information was 
obtained from a copy of an article written by Dr. Crossman 
for publication in Cranberries Magazine, October, 1951 
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time does arrive they find that they must hire extra help to 
get their crop in because of the limited time allowed by 
weather and fruit conditions. For t hese operators the cost 
of harvest labor is a very large percentage of the total 
growing and harvest costs. 
Even l arge operators, who normally hire more l a bor 
for work prior to harvest, find that their harvest cost 
averages around 25% of their total labor costs. Their labor 
cost sometimes equals 6~k to 70% of the total cash expenses 
of operating the bogs. 
Growers are less likely to be concerned by harvest 
costs when cranberries are selling for ~30 a barrel as was 
the case in 1946. When the price drops to ~~1 0 a barrel, as 
in 1949 and 1950, the question is not only how much to pay 
for labor, but, also whether to harvest the crop at all. 
Experience has shown that it is better to harvest the crop 
and maintain the bogs, even at a loss, than to let t he bogs 
run down to be renovated during better times. In cases such 
as t hese the grower must choose a method of harvesting that 
will keep the deficit at a minimum. 
Recent experiments on the cost of machine operations, 
as compared with hand scooping, has produced many int eresting 
r esults. First, unlike hand scooping, the machine harvests 
an acre at an almost constant rate regardless of yield. The 
time to harvest an acre of cranberries ranged from 4. 8 hours 
~o 20 hours per acre with the average somewhere around 10 
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hours. Wet or f rosted berries or extra long vine uprights 
tend to lengthen the time needed for harvesting an acre. The 
yield per acre depends upon crop conditions and would be 
relatively the same regardless of the method used. In the 
experiment the barrels harvested varied from 3.6 to 18 
barrels per hour. 
The second fact learned from the experiment is 
the greater number of barrel s picked per hour by the ma-
chine over that picked by the hand scooper. A hand scooper 
may maintain the speed of the machine on a heavily yielding 
bog for a time, but must begin to fatigue while the machine 
maintains its constant speed. The average output expected 
by hand pickers is 1.5 barrels per hour which is considerably 
lower than 3.6 barrels per hour obtained by the machine on 
the poorest bog. 
To put the difference of costs in dollars and 
cents the following example is presented: 
A grower hires a mechanical.' picker for 'p2 per 
hour to harvest a bog which requires 10 hours labor. Adding 
$ .05 per hour for gas and ~1.50 per hour for operator, the 
total cost would be $33.50. Assume that the yield for the 
bog was 48 barrels. This would give a cost of $.75 per 
barrel. Approximately 30 hours would be needed to harvest 
the bog by hand scooping (48 barrels divided by 1.5 barrels 
per hour). At a ;;~1.40 per hour the total cost would be $42 
or :~ . 93 a barrel. This example assumes that the hand picker 
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could maintain the 1.5 barrels per hour regardless of the 
yield per acre. Under normal conditions this is not the case. 
Total costs for the machines in the experiment ran f rom ::· . 28 
t6 ., 1.54 per barrel. The highest cost resulted from a bog 
that only yielded 28 barrels per acre. It is doubtful if 
hand pickers could have done the job as cheaply. 
4. Harvesting ~r'loats 
Regardless of whether hand scoops or machine scoops 
are used, some berries are going to be left on the bogs after 
the pickers are finished. Estimates of the amount involved 
range from 10% to 30% of the entire harvest. The amount 
varies with the speed and care used by the pickers in harvest-
ing. Low prices usually mean that the harvest can be done 
more quickly and with less care but with a larger percentage 
of berries left on the bogs. Hi gher prices call for more care 
in picking with a smaller percentage of berries left on the bogs. 
In addition higher prices may make it worth while to salvage, 
by some method, the berries that were missed by the pickers. 
The common method used to salvage these berries 
is to flood the bogs, in order to float the berries to the 
surface. Many growers utilize some sort of devise to 
agitate the water on the bog which loosens the berries that 
may be caught in the vines so these berries will float. One 
grower has developed a metal boat powered by an airplane 
motor. This boat travels over the bogs at high speeds and 
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effectively agitates the water which frees the berries. In 
a ddition the air stirred up by the propeller blows the berries 
to the shore where they are scooped from the water by long 
handled skimmers.* 
The berries salvaged by this manner will not keep 
well in storage or shipment, but are excellent for canning 
if cleaned and used immediately. The increase in the demand 
for canned cranberries and the generally higher prices have 
greatly encouraged the practice of harvesting floats. Undoubt-
edly, the great increase in the annual crop of cranberries 
over the last half century has been due partially to the 
practice of harvesting floats, which, heretofore, were a 
complete loss. 
C. Storage 
1. The Storage Problem 
Cranberries and other agriculture products are 
faced with similar problems. The supply of these products 
occurs at one time but their sale covers a much longer 
period. This requires facilities for storage. The harvested 
cranberry is a living organism and can be stored only as 
long as this organism continues to live. In storage the 
-
fruit is subject to decay, freezing and shrinkage. The 
ideal storage condition provides facilities that keep these 
activities at a minimum. 
,;< 44. 
2. Importance of Spoilage 
Estimates place the loss due to rot at 25% of the 
annual crop. Loss in storage increases the cost of operating 
the screen houses. Cranberries are stored in crates just 
a s they come f rom the field and are cleaned just before they 
are shipped. If rot has been great the cost per unit of the 
saleable fruit becomes greater."' 
Sometimes berries that have been carefully 
screened and packed will rot in shipment because of t he 
poor storage facilities. Losses in shipment are ·doubly costly 
as they involve refunds and adjustments and seriously affect 
the demand for the fruit. 
Frequently, cranberries from different bogs will 
exhibit different kee ping qualities. Growers are aware of 
bogs that produce berries of different keeping qualities 
and are careful to keep these berries separate. Buyers of 
fresh cranberries take into consideration the bogs from which 
the berries come. If berries from a certain bog have shown 
a tendency to rot in storage, t hey are given special attention 
in storage and are sold as soon as possible. Cranberries are 
seldom mixed together as is the case of grains. The New Eng-
land Cranberry Sales Company, the Massachusetts sales member 
of Eatmor Cranberries, Inc., keeps each grower's berries 
separated until sold. To compensate for losses due to long 
* 30' p. 11. 
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periods of storage, growers get a small additional amount 
per barrel for each additional month his berries are stored. 
Thus the grower who has berries that are good keepers is not 
penalized by the quicker sales of poor kee ping berries.* 
Some years the berries are classified- as ·.''good" 
keepers and some years classified as "poor" keepers. Probably 
the most important factor used in deciding whether a certain 
cr?P is a good or poor .keeper is the general market condition 
of the time. During a falling market when selling ~onditions 
are bad, the buyer is more likely to look closely at the 
quality of fruit, and the condition of the fruit is 
brought to the attention of the grower and his sales agent. 
On the other hand, a rising market means greater demand and 
less attention to the quality of the f ruit, and, as a result, 
that particular crop year will be designated as a good crop 
year. 
3. Minimizing Storage Losses 
a. Good Field Practices 
Perhaps in no other agriculture product is the 
kee ping quality of the fruit affected by field practices, 
as it is in the cranberry. ,The fungu·s that is responsible 
for the major portion of rot losses in the cranberry crop 
generally gains entrance to the f ruit when it is on the vine. 
:(~ 41. 
Therefore, it behooves the grower to follow the best methods 
known to insure a top quality fruit to be sold at top price. 
The factors that greatly affect the keeping quality of the 
cranberry are spraying, late holding of winter flowage, June 
reflows and the use of fertilizers.* These factors have been 
discussed in Chapter III. 
b. Handling 
The possibility of bruising the berries is present 
in every operation from picking to packing the fruit. Every 
effort should be made to keep damage to a minimum. J:"or this 
reason the berries are stored in field crates and are screened 
only when they are ready to be packaged. If the berries were 
screened before they were stored it would mean extra handling, 
as they must be screened again after storage to remove spoiled 
berries. Not only · is the cost increased but rot in shipment 
is increased by excessive handling. 
c. 'femperature Control and Cold Storage 
Very few screen houses are refrigerated. Some 
growers have their own screen Qouses which are large enough 
to hold most of their crop. They maintain as low a temper-
ature as possible by keeping the doors and windows closed on 
warm days and nights and only opening the doors and windows 
when it is cool. Marked rises in temperature in the storage 
* 30, pp. 11-12. 
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house should be prevented. This condition causes the berries 
to sweat and greatly increases the loss due to rot. 
Experiments have shown that at temperatures below 
35° F. fungus rot is suppressed almost completely. This 
advantage is offset~ however, by the increase in low temper-
ature break down, which in some cases may exceed the losses 
due to higher temperatures. Another factor that must be 
considered in cold storage of cranberries is the coloring and 
ripening. The color and general appearance of ripe berries 
are best at 36° F. to 40° F., whereas, partly ripe berries 
colored much better at 45° F. to 50° F. Therefore, the temper-
ature in cold storage will vary according to the condition of 
the berries.* 
Berries, that have been stored at favorably low 
temperatures, do not break down as rapidly as berries stored 
in the usual manner when exposed to higher temperatures 
characteristic of market conditions. This is an important 
factor in the marketability of the berries and probably will 
encourage the building of more refrigerated screen houses. 
Cranberries are excellent keepers as a frozen 
product. If kept at a temperature of 12° F. to 18° F. they 
suffer practically no deterioration and, if canned immediately 
after thawing, they make a top quality product. Canneries 
;{ 30, pp. 14-15. 
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utilize freezing facilities to store the berries until needed 
and, therefore, are able to spread their operations over a 
longer period of time. Surpluses from large crop years are 
ke pt frozen and gradually disseminated through the market 
over a period of years and, thus, avoid the depressed prices 
usually resulting from surplus crops. Marketing groups of 
the fresh fruit have been encouraging and promoting the sale 
of berries to be stored in home freezers until the berries 
are needed. To date this plan has proven quite successful 
and, no doubt, will be continued. Frozen berries undergo a 
chemical change in storage and when they are cooked or canned 
less sugar is needed to sweeten them. 
d. Storage Houses 
As a general rule, only the larger growers have 
storage houses that have the capacity to hold 2/3 to all of 
their crop in normal years. Some of the small growers have 
houses that are large enough to hold the berries harvested 
during an average day. These growers ship their berries to 
the cooperative screen houses daily. Regardless of the size, 
certain characteristics are found in all storage houses. The 
houses must be protected against freezing and must provide 
good ventilation. The former is to protect the berries 
against low temperatures that may occur during the harvest 
or before the berries have been shipped. The latter is to 
secure the lowest temperature conditions possible without 
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mechanical refrigeration.* 
The capacity of the storage house varies with the 
location. In Massachusetts and New Jersey the fresh fruit 
begins to go to market or to the canneries as soon as the 
berries are available. Under these conditions storage houses 
need be only large enough to hold somewhere around 2/3 of 
the total maximum crop. In Wisconsin the berries are seldom 
sent to market before some weeks have passed after the begin-
ning of the harvest. Growers or cooperatives in this area 
must be prepared to store their entire crop and, therefore, 
larger storage houses must be built.*~' 
D. Grading and Screening 
1. Selection of Fruit 
The keeping quality of cranberries varies from 
variety to variety, bog to bog and from year to year. It is 
the practice to separate berries that come from localities 
that usually produce poor keepers. Formerly, these known 
poor keepers were offered to the trade for sale as soon as 
possible. Experience has shown, however, that these poorer 
berries had a tendency to depress the market, and when the 
better berries were offered for sale, they brought in less 
than if sold at the opening season. The practice to-day is 
to take known poor keepers and other berries of doubtful 
* 30, pp. 16-17. 
** 30' p. 17. 
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quality and send them to the canners. Only the superior 
berries are ke pt for s ale as fresh f ruit. * 
Dif ferent variet ies are kept separate because of 
the demand f or berries by variety name throughout the trade. 
2. Separating Machines 
Before the berries can be packa ged or canned t he 
vines, weeds and leaves and the smaller berries must be 
removed. r ~any ma chines used to separate the berries f rom 
the chaff are on the market, but ali follow the same prin-
ciples. The berries are dumped into a hopper equipped with 
a blower which removes the weeds, leaves and vines. Next, 
an elevator carries the berries to the top of the separator. 
The separator is a series of inclined boards. The principle 
is simple - the good berries bounce freely, bouncing over 
a barrier while the soft berries drop without bouncing to 
the bottom of the separator. After the good berries have 
bounced over the barrier, they pass over a wire grader which 
se parates the smaller berries. The larger berries go on into 
the screening room on a moving belt for hand sorting. Up to 
this point the machines have been located in the cooler 
section of the screen house. 
3. Screening 
The sorting room is a well lighted and warm room. 
The berries move through the room on belts. Sorters are 
* 30, pp. 17-18. 
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seated along the belt and remove green berries or decayed 
berries that were not separated by the machine. The berries 
pass through this room rapidly enough to limit the change 
in the temperature of the berries. The speed of the belt 
is dependent upon the general condition of the fruit. As the 
season progresses closer scrutiny is needed to remove inferior 
quality fruit. From here the berries move to the packaging 
or canning plant. 
Many growers have their own separating and 
screening equipment. In these cases their berries command 
a higher price at the cooperatives than unscreened berries. 
It is the general practice of the cooperative to charge a 
flat rate per crate for screening and separating. In many 
cases this charge is less than the cost to a grower to 
screen his own berries. 
Chapter V 
Financial Aid to Growers and Cooperatives 
A. Loans from Banks 
1. C a~it al Loans 
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The extreme hazardousness of cranberry culture 
has discouraged bankers from making capital loans to growers 
in the past. To-day, as a result of the ~ore orderly market-
ing program and the use of better cultural practices, bankers 
have been more willing to extend credit for capital expendi-
tures. 
One method used to-day by some banks involves a 
caref ul study of two .factors connected with the loan: the 
grower requesting the loan and the property for which the 
loan is requested. A careful study is made of the grower's 
experience, character, capacity and capital. Of these, per-
haps t he most important and deciding factor will be the expe-
rience of the grower. When considering the property, emphasis 
is placed upon factors which in the past have led to success-
ful production of fruit. These factors include availability 
and supply of sand and water, the location of the bog or 
proposed bog, the general conditions of the bog property from 
a productive viewpoint, the past production of the old or if 
a new bog, the production of a similar bog, and the vines 
themselves with particular emphasis on condition and evidence 
of disease or insect damage. Naturally, the amount of the 
loan, if granted, will depend upon the rating received after 
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all these conditions are considered and carefully weighted.* 
Under federal law cooperatives are not allowed to 
maintain surplus accounts. They depend, therefore, upon 
capital loans from banks to provide cash for the purchase 
of new building and equipment. For many years the N. C. A. 
has been using the facilities of the Springfield Bank for 
Cooperatives to finance their capital needs. Payment on 
these loans is made from funds withheld from payment to the: 
growers annually. In return for the funds withheld, the 
grower receives stock which represents his investment in the 
capital assets of the cooperative. 
Recently, the New England Cranberry Sales Comprul¥, 
Massachusetts affiliate for Eatmor, has been approved for 
loans from the Springfield Bank for Cooperatives. Prior to 
this time, they had to rely upon a revolving fund or on loans 
from private banks at a higher cost to the sales company. 
For the revolving fund amounts were withheld from payment to 
growers and set aside for capital investments. Receipts for 
the fund were given in the form of credits which mature in 
10 years.~'* Bank loans were paid, as they came due, from 
amounts assessed each barrel of berries. Present loans from 
the cooperative bank will be liquidated in the same fashion. 
* 15' p. 4. 
** 3 5' p. 17. 
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2. Crop Loans 
Banks have been more liberal in the past in 
giving crop loans to the growers. These loans are usually 
more on a personal basis than capital l oans. The general 
credit standing of the grower or the company is the deciding 
factor in whether or not to grant a crop loan. These loans 
usually require full liquidation at the end of the crop 
season. Some banks make it a practice to obtain crop mort-
gages to insure the return on their loans. In the case of 
the cooperative sales, assignment of the crop is requested 
and an acknowledgement from the cooperative.* 
The cooperatives look to the cooperative banks 
for their operating capital. The bank provides funds for 
general operating expenses and for advances to the growers 
on their berries. The maturity dates on these loans usually 
coincide with the date the funds will be available from the 
sale of the crop. 
B. Loans from Associations 
1. Advance on Crops 
The grower is faced at harvest time with the 
greatest outlay of cash. The cooperatives make advances on 
the crop as the berries are delivered to the cooperatives' 
screen houses, because some growers are unable to obtain 
* 15, p. 4. 
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loans from banks for their harvest expenses. Growers then 
have a fund from which they can pay current labor and 
operating expenses. The amount of the initial advance 
depends upon the anticipated selling price of the berries. 
The initial advance of the 1953 season by E. C. I. was $3 
per barrel.~:' This price reflected confidence in the market 
price of the crop, and, also, recognition of the heavy 
harvesting ex~ense anticipated for the 1953 season. At 
certain intervals, as money becomes available, further 
advances are made until all the berries have been ·sold and 
final accounting is made. 
2. Long Term Loans 
Both of the large cooperatives have made it a 
practice, in the past, to make capital loans to growers. 
The N. c. A. set up a wholly owned subsidiary,. the Cranberry 
Credit Association, to make loans to growers. These loans 
were secured by bog mortgages, and, in most·cases, could be 
discounted at the banks. The individual state sales com-
panies, affiliated with E. C. I., made the loans directly 
to their members. 
These cooperatives have found that they are not 
equipped properly to make loans and to service these loans. 
As a result, both have limited their capital loans and have 
encouraged their members to depend upon crop advances for 
:.:< 25' p. 43. 
funds needed for bog operations. To aid the grower members 
on obtaining bank loans, theN. c. A., under its Cranberry 
Credit Association, investigates the grower, evaluates the 
property and makes recommendations based upon this investi-
gation to the banks involved. At regular intervals the 
association checks on the grower and property to see how the 
property is being maintained and makes reports to the bank. 
The cooperative has been careful to recommend loans to 
growers who are reliable and experienced, and, as a result, 
this plan has worked quite satisfactorily to the grower and 
to the banker. The N. C. A. does not guarantee the loan, 
but the banker is assured of a fair appraisal o£ the land 
by individuals who are experienced in the cranberry field. 
Of course the periodic check provides the banker with accu-
rate knowledge of how the security, the property, is being 
maintained.* 
C. Loans from Private Individuals 
For many years the small grower has been fading 
gradually from the scene and is being replaced by the large 
grower or grower company. Since 1924 the average size of the 
bog holdings has almost doubled. The 106 bog holdings of 
25 acres or more reported in 1946 make up 63% of the entire 
cranberry acreage in Massachusetts.** This situation grew 
* 43. 
** 26, p. 7. 
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out of the inability of the small gro'l'rer to finance bog 
building, bog maintenance and harvest costs. Many small 
growers looked to t h e larger growers for loans and used their 
bogs for security. As an outgrowth of t his pra ctice, many 
a cres of bogs came into the hands of t he larger growers. 
The gro~~h of the cooperatives has limited, to 
some extent, the movement toward consolidation of t he 
existing bogs. The small growers are able to obtain adequate 
financial help from their chosen cooperative. The building 
of new bogs is so costly, however, that new bogs are likely 
to be built only by large growers who are in a better finan-
·cial position. They have other property and assets that can 
be used for security for loans on new bogs, and to secure 
cred it presents no problem to these growers. This situation 
will mean, no doubt, that the average size of the holdings 
will continue to increase and the control of the crop will 
be in t he hands of a few individuals. 
Chapter VI 
The Preparation of the Cranberry for !Jiarket 
A. Packaging the Fresh Cranberry 
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The growing and handling of the cranberry destined 
for canning and the cranberry dest ined for the fresh fruit 
market is essentially the same through the screening process. 
At this point, only the superior berries are set aside for 
f resh sales, all others must go to the cannery. 
Every lot of berries to be sold fresh must be judged 
as to its fitness to be shipped long distances. If t here is 
some doubt about the kee ping quality and t he fruit is st Ul 
good, these lots are sold in nearby markets or during the first 
of the season around Tanksgiving when t heir quick sale is 
insured. Previously, packers depended upon the judgment of 
their inspe ctors as to the kee ping qualities of the fruit. 
r-1ore recently, incubator tests have been made to secure more 
accurate forcasts of the keeping qualities of a given lot. 
Representative samples of berries are subjected to high tem-
peratures for one week early in the f all. Information ob-
tained from these tests have been quite accurate in ascertain-
ing the keeping qualities and are important in deciding the 
distribution of the c-rop over the nation.~< 
Although cranberry crop sizes are expressed in 
* 28, pp. 80-82. 
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units of barrels, no berries have been packed in barrels for 
several years. Bulk cranberries are packed in 1/4 barrel 
boxes that usually weigh 23 to 25 pounds. These boxes have 
proven to be more attractive and more satisfactory for 
kee ping berries. 
Shortly after the war the packaging of cranberries 
was revolutionized. At that time the cellophane bag and the 
window box were introduced on the market. These new methods 
of packaging were so well received by the trade and consumer 
that bulk cranberry sales are restricted to canneries, with 
very few exceptions. 
Packaging machines have been developed which 
automatically weigh the berries, fill the bags and seal them 
ready to be packed in cartons. The New England Cranberry Sales 
Company has completely mechanized their operations at their 
packaging plants. The large size of the Massachusetts crop 
make such complete mechanization practical, as they are always 
assured of volume regardless of how short the crop may be. 
For the most part, other state affiliates of the Eatmor Cran-
berries, Inc. and independents have not found it economical 
to own machines but still rely on packaging their berries by 
hand. Expanding production in Wisconsin and on the West 
Coast will soon require complete mechanization in these areas. 
The New England Cranberry Sales Company operates 
four plants to screen and package berries. They are located 
at Tremont, Plymouth, West Barnstable and North Carver. 
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These plants are capable of packaging 250 cases of 24 one-
pound bags per hour, on the average.* On wet humid days 
production falls off because the berries become sticky and 
do not pass through the machinery as rapidly. Unless there 
are rush orders, packaging on wet days is kept to a minimum. 
Experience has shown that moisture collects on the berries 
during the operation and spoilage in shipment is increased 
considerably. Production also falls off later in the season, 
as it takes more fruit to make up the weight due to shrinkage 
in the fruit. 
B. Processing the Cranberry 
Commercial canning of cranberries did not come 
about until 1912. Prior to that time, a large percentage of 
the annual crop was lost because of the lack of a market for 
overripe berries or undersized berries. Marcus 1. Urann, 
now president of the National Cranberry Association, first 
experimented with canned cranberries. 
No other product presents such a canning problem 
as does the cranberry. 'l'he cranberry acid is so strong that 
t he acid begins to eat away the enamel lining of the can, 
within days after canning. Even to-day, continuous experi-
ments are being made to develop a better can lining. The 
corrosive nature of the cranberry prevents canning in excess 
~' 45. 
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of immediate orders. The contents of cans that remain on the 
shelves or in the warehouses soon darken, and, though the 
product is still edible, it has lost its bright red color. 
To hold the fruit until orders are received requires large 
freezing facilities. * Private brands are virtually unknown 
in the cranberry field for this reason. Few canners can 
af ford to install the freezing units for only one product. 
Those packers who do process cranberries must process t heir 
entire supply at one time. The processed berries are then 
stor ed until the market can absorb the product. 
N. C. A. maintains laboratory technicians whose 
job it is to inspect a sample from every canning run. From 
these tests they discover weaknesses that may appear in a 
particular batch. They are able to notify the trade to sel l 
the product a s soon as possible and also are able to antici-
pate returns on individual batches. 
The canning process itself is entirely automatic. 
A recent innovation, the use of sugar syrup in cooking the 
berries, has speeded up the canning and has lowered costs, 
to some extent. Formerly, granulated sugar was used and 
considerable amount of sugar was lost each year due to break-
age and s pilling. 
The economic importance of canned cranberries 
* 42. 
cannot be overlooked. The growers have been able to market 
a greater proportion of their crop each year because the 
canneries can use berries that would not sell on the fresh 
market. The fact that cranberries can be frozen, and still 
be used, has made possible the storing of berries from large 
crop years until they could be absorbed by the market. For 
example, in 1937, a large crop was in the hands of the growers 
and very little demand for fresh berries. The N. C. A., then 
Cranberry Canners, Inc., agreed to take 60,000 barrels of 
surplus berries to be frozen and held until the consumer 
could buy them. The last of these berries was not sold 
until 1939. The stabilizing influence of canning on the 
market for cranberries, especially the fresh fruit market, 
can readily be seen. 
The predominance of the N. C. A. in the cranberry 
industry is evident. N. C. A. sells as processed fruit 
approximately 50% of the national crop and over 85% of the 
total processed berries.* Of the estimated 1953 crop of 
1,162,000 barrels, N •. c. A. has contracted to process and 
sell 585,000 barrels or 48% of the annual crop.,;:* 
* 3 2' p~ 1. 
** 9' p. 2. 
Chapter VII 
Marketing the Crop 
A. Growth of the Cooperative Movement 
1. Need for Cooperatives 
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In the past, the custom was to sell cranberries 
on consignment or to buyers who came to the bogs and made 
offers to buy. Selling by consignment was fraught with 
dangers. Usually the broker received a set fee per barrel 
or box regardless of the selling price. In bad times the 
price which the broker received frequently failed to pay 
the balance. Sornet irnes the broker would fail to sell the 
berries at any price and the grower not only had to pay the: 
freight, but he had to pay for the disposal of the berries. 
The only recourse left to the growers was to organize and 
market their crops cooperatively. The American Cranberry 
Exchange, later renamed Eatmor Cranberries, Inc. , was 
organized in 1907 to be followed by Cranberry Canners, Inc. 
(N. C. A.) and by many smaller cooperatives in every growing 
area. 
In order to understand the development of 
cooperatives in the cranberry industry it is a good idea to 
see what the cooperatives have to offer the grower. 
First, the activities of a cooperative tend to 
stabilize production. Cranberry acreage cannot be expanded 
or decreased readily according to the optimistic or pessimistic 
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outlook of the individual grower. Production does fluctuate, 
however, from the failure of growers to harvest all the crop 
when the market looks bad and a large crop is available. 
Previously, independent distributing agencies were unable 
to market large crops or were willing to market the crop 
only at reduced prices. Since the growth of cooperatives, 
the grower has been assured of a market for his entire crop 
even in surplus years. Cooperatives have greater storing 
facilities and have wider marketing activities which enable 
them to market larger crops more easily. With the sale of 
his crop guaranteed, the grower no longer needs to adjust 
his production to anticipated marketing conditions. 
Second, the activities of the cooperatives 
toward standardization in the quality of the berries has 
increased demand for the product by the consumer. This is 
especially true in the fresh berry industry. The Eatmor 
brand of fresh cranberries has an enviable record for quality 
among trade buyers. By following the policy of marketing 
only the highest quality berry, Eatmor has built up the 
confidence of the trade for the Eatmor brand. The independent 
cooperatives have followed a similar policy. As with E. C. I., 
the independents market only berries of highest qualities 
and ship all doubtful or inferior quality berries to the 
canners. The net result has been to increase the confidence 
of the trade and consumer in the quality of the cranberry. 
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Third, the cooperatives give the grower a voice 
in the distribution of his crop. T~e grower has a choice 
of whether the cooperative will sell his berries as fresh 
fruit or processed fruit. Through his elected cooperative. 
officers, the grower can see that his berries reach the 
market in the form that provides the greatest return. 
Fourth, the cooperatives, because of larger volume, 
a.re able financially to promote greater sales through exten-
sive promotion and advertising programs. This promotion and 
advertising is used more efficiently since the products of 
many growers are marketed under one name or trade mark. If 
each grower was to work independently each .would have his 
own brand name. The duplication of effort needed to market 
the same crop can be seen. The cooperatives are in a position 
to provide the retailers with display material and point of 
sale advertising. The cooperatives can and do aid the dealers 
in arranging displays of cranberries both fresh and processed. 
Fifth, the cooperatives provide a strong bargaining 
power both for selling and for buying. Individual growers 
are seldom in a position to demand a price for their berries 
but, instead, must take the price offered to them. The 
cooperatives, on the other hand, set the price at which they 
will sell the berries. Their financial ability to withstand 
pressure to sell for less and their control of the available 
berries insures their getting a price at or near what they 
originally asked. 
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The cooperatives are in a position to buy the 
supplies and equipment needed by the cooperative members. 
The savings resulting from large scale buying are passed on 
to the members in the form of lower costs for supplies. 
Sixth, the cooperatives offer the grower a more 
efficient method of distributing his crop. Regardless of 
who distributes the berries, costs, such as freight, process-
ing, storage and selling costs, are going to be incurred. 
The cooperatives, through large scale operations and division 
of labor, are able to fulfill the functions of distribution 
at a cost much lower than can be secured by the individual 
grower. The chief means for increasing returns available 
to the grower are to reduce distribution and production costs. 
Cooperative distribution is much more economical. Cooperative 
activities toward stabilizing production make that production 
less expensive. Since the cooperatives are non-profit organi-
zations, all income over and above costs of operations goes 
to the grower in higher prices for his product. 
Seventh, the cooperatives are in a position to 
provide the grower with financial assistance. This function 
has been discussed in more detail in Chapter V. 
Eighth, the cranberry cooperatives pool all the 
income resulting from cranberry sales. The money in the pool 
is divided among the growers according to the number of 
barrels of berries each grower contributed to the pool. 
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By this method losses due to damage or spoilage of berries 
in shipment or storage are not suffered by any one individual 
grower but are shared by all members on an equal basis. 
Cooperatives in the cranberry industry are not 
without disadvantages. Almost since their beginning the 
various cooperatives have been competing with each other for 
members. Claims and counter-claims have been made by the 
various cooperatives concerning the relative benefits of their 
respective organizations. Some growers, no doubt, have been 
disappointed when benefits have not measured up to their 
expectations. The cooperative members are charged for the 
expenses resulting from promotional activities. They have 
benefited from the increase in sales brought about by promotion, 
but so have non-members who have paid nothing. Frequently 
growers selling to independents or marketing their own crops 
net more than cooperative members, because they do not have 
~-o pay for promotional costs. During hard times when the 
cooperatives are attempting to keep prices up, their job is 
made much more difficult by those non-member growers who 
break the price in order to sell their crops. Some independents 
put personal gain before the general welfare of the industry. 
These independent groups wait until the cooperatives quote 
opening prices and then set their prices 25 to 50 cents a 
case lower.* This policy allows them to sel·l their supply 
>:' 40. 
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quickly but has a depressing effect upon the price for the 
industry as a whole. 
Price-cutting and competition in the cranberry 
industry are very personal. The limited geographical distri-
bution of the cranberry bogs in Massachusetts and the United 
States in general puts the industry on a more individual basis. 
The feelings of individual growers may prevent cooperation 
toward a sensible marketing program. \Vhen a non-member neigh-
bor cuts prices and nets more than a member grower, relations 
may be strained and future cooperation difficult. The geo-
graphical limitations of cranberry culture, on the other hand, 
present an ideal situation out of which price control and 
production control may develop. 
2. Federal Regulations 
The Capper-Volstead Act of 1922 permits the joining 
together of farmers into cooperatives. The act does not 
exempt the cooperatives from prosecution if they are guilty 
of practices in restraint of trade. The law merely states 
that the act of joining together to form a cooperative shall 
not be construed as a violation of the anti-trust laws. To 
become elegible for any benefits under the Capper-Volstead 
Act, the cooperative must meet certain requirements. These 
requirements are included in the following quotation of the 
act: 
That such associations are operated for the 
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mutual benefit of the members thereof, as 
such producers, and conform to one or both 
of the following requirements: 
First, That no member of the association 
is allowed more than one vote because of 
the amount of stock or membership capital 
he may own therein, or, 
Second, That the association does not pay . 
dividends on stock or membership capital in 
excess of g percent per annum. 
And in any case the following: 
Third, '.l' hat the as soc iat ion shall not deal · 
in the products of non-members to an amount 
greater in value than such as are handled 
by it for members.~~ 
B. National Cranberry Association 
1. Origin 
The history of the N. C. A. is the history of the 
canned cranberry. The first cranberries were canned by 
Marcus 1. Urann under the trade name of Ocean Spray. The 
sale of canned cranberries d~d not become a success until 
after World War I. From 1920 to 1930 the annual sales of 
Ocean Spray grew from 20;000 to 200,000 cases. By 1930 
cranberries were being canned by many companies, including 
* 31, p. 77. 
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the A. D. :r.1akepeace Co. of Wareham, IVIassachusetts, and Cran-
berry Products Co. of New Egypt, New Jersey, and Ocean Spray 
Preserving Company of Hanson, Massachusetts. These three 
companies were consolidated in 1930 into Cranberry Canners, 
Inc. with headquarters at Hanson, Massachusetts, with Marcus 
L. Urann, president. The new company was incorporated with 
62,000 shares of stock at $25 per share. At the same time, 
it became a cooperative open to all growers who wished to 
share in the profits of the cooperative.* In 1946 the name 
of the cooperative was changed to National Cranberry 
As so ciat ion. 
N. C. A. made its first step west when it purchased 
a canning plant in North Chicago in 1940. In 1940 some 
growers on the West Coast attempted to pack and sell their 
own berries. Principally because of a lack of consumer accept-
ance of an unknown branq and trade indifference, they were 
unsuccessful. In 1942, when a number of Western growers 
joined N. C. A., plants were established in Markham, Washing-
ton and in Coquille, Oregon. 
Recognizing the growing production of cranberries 
in Canada, N. c. A. opened a canning plant in 1950 at St. 
Johns, in Quebec Province and incorporated in Canada as 
Ocean Spray, Limited. · 
* 39' p. 5. 
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2. Original Structure 
Chart number I (p. 7~) illustrates the organization 
of N. C. A. To become a member of N. C. A. any cranberry 
grower must buy at least one share of common stock and sign 
a contract to sell his berries through N. C. A. Each share 
of stock costs the grower :~25 and he may buy one share of 
stock for each 5 barrels of cranberries that he delivers. 
This stock does not earn dividends other than in the form 
of stock dividends. No person not entirely engaged or 
interested in agriculture is eligible for shares of stock. 
Each member of N. C. A. is entitled to votes equaling the 
number of shares of stock that he holds or controls by 
proxies.* This multiple voting priviledge has led many to 
believe that N. c. A. is controlled by a few big growers. 
A casual glance at the list of the Board of Directors and 
Executive Committee seems to bear out this statement. For 
example, M. L. Urann, president of N. C. A., is a major 
stockholder in the United Cape Cod Cranberry Company, which 
is a member of N. C. A. This company produces about 50,000 
barrels of cranberries a year. ** One share for each five 
barrels of cranberries equals 10,000 voting shares. The 
E. D. Atwood Company has 1800 acres of bogs.~'** At approxi-
mately ~0 barrels per acre, the company has an annual 
* 39, p. 13. 
** 39, p. 2. 
*** 8, p. ~-
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production of about 72,000 barrels which is the equivalent 
of 14,400 voting shares of stock. These figures do not 
reflect the number of barrels which the companies purchase 
from other growers and sell to the cooperative. It appears 
that a few individuals are in a position to exercise strict 
control over the cranberry industry. 
3. Promotional Activities 
a. National Advertising 
N. c. A. annually S?ends approximately ~1,000,000 
on an advertising program which includes national and coop-
erative advertising. Their primary objective is to secure 
consumer acceptance, and, as far as possible, consumer 
demand. N. C. A. feels that their product is one that comple-
ments other foods and does not sell as a dessert fruit. Tra-
ditionally, cranberries have been associated with turkeys 
with the result that the sale of cranberries occurs princi-
pally during the Thanksgiving and Christmas Seasons. N. C. A. 
wanted to promote a year around demand for their product. 
With this in .mind a 10 year campaign was launched in 1947 to 
make chicken and cranberries national eating habits. It was 
believed that chicken and turkey were similar in taste and 
the consumer would be willing to associate chicken and cran-
berries. The consumption of chicken was seven times as great 
as the consumption of turkey; thus; by linking chicken and 
cranberries there was the possibility of increasing cranberry 
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sales 7-fold. Chicken was one of the few meat foods without 
a traditional accompaniment, for example, pork and applesauce. 
Therefore, a natural opportunity to link cranberries with a 
product that had frequent sales and no dietary partner was 
provided. Since 1947 the central theme of the N. C. A. 
advert ising has been the association of chicken and cranberries. 
They have encouraged dealers to set up displays of cranberries 
adja.cent to canned chicken and to meat counters that feature 
fresh and frozen chicken. 
Extensive advertising has appeared in newspapers 
throughout the nation. Consumer interest ha$ been secured 
by recipe contests. Advertising has appeared in national 
woman's magazines. Recipes and material have been sent to 
Woman's Clubs, Home Economic Departments of public and private 
colleges, universities and high schools. The underlying theme 
of most of their advertising is the ease and quickness by 
which the housewife can prepare dishes requiring cranberries. 
N. c. A. has five promotional periods, in addition 
to Thahksgiving and Christmas. During these periods their 
advertising program is accelerated and more effort is made 
to secure cooperation from the retailer. These periods are 
Valentines Day, Easter, Father's Day, Summer Barbecue and the 
Cranberry Festival. Valentines Day, Easter and Father's 
Day are . days of celebration wh{ch demand a more elaborate 
meal. These occasions provide a natural opportunity for 
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N. c. A. to promote ·cranberries. The Summer Barbecue and 
the Cranberry i'est i val originated in Iviassachusetts, but have 
been extended. to all growing areas. The effect of the pro-
grams is conf ined, more or less, to the localities in which 
the bogs are located, although individuals have been known 
to come from all over the United States to attend one or the 
other of the affairs. The purpose is to get people from 
near-by communities to come to the bogs to see how the cran-
berry is grown and harvested. By this method considerable 
good will is built up and people who were only vaguely aware 
of cranberries often come away impressed by the complexity 
of the industry, and, in many cases, become regular consumers. 
For the Cranberry Festival a queen is selected and a carnival 
atmosphere prevails. In some of the growing areas, success-
ful parades are held in the larger communities. 
It is difficult to measure accurately the amount 
of sales that result from any promotional activity, but the 
writer is confident that N. C. A. policies have resulted in 
greater volume of sales for the whole industry, as well as 
spreading the sales over a longer period of time. Members 
of the trade generally agree that N. c. A. promotion of off-
season cranberry sales has aided in the sale of other brands 
of canned cranberry products. 
b. Cooperative Advertising 
TheN. C. A. has . a program to encourage dealer 
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support through cooperat.ive advertising, •t~hich supplements 
their program of creating consumer demand and preference for 
Ocean Spray cranberries. The greater volume of sales of 
cranberries occurs from September to December, inclusive. 
The remainder of the year is said to be off-season. The 
increasing annual crop requires that the selling season be 
extended over the entire y.ear, as far as possible. Experience 
has shown that retailers are willing to advertise and promote 
cranberries during the fall particularly at Thanksgiving and 
Christmas. Few give a thought to cranberries during the 
remainder of the year, however. The result has been that 
cranberries get placed on the shelf out of the way, sales 
drop and the fruit becomes shelf worn. The retailers need 
some inducement to place cranberry ads in their usual store 
advertising during the period January to August. N. C. A. 
allows ~p .lO per case to each retailer for every case purchased 
during the period of January to August, this money to be used 
by the retailer f or cranberry consumer advertising. This is 
a flat . rate to which every retailer is entitled, but no safe-
guards are maintained by the N. C. A. to insure the use oi' the 
funds for advertising. It is safe to say that some retailers 
look upon this ~ .10 figure as a reduction in the cost per 
case to them, and they do not advertise Ocean Spray products 
anymore than before. For 'these individuals this ~ .10 
advertising allowance merely means that N. C. A. has re-
duced cranberry prices by that amount. 
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From August to December, inclusive, the cooperative 
adv~rtising of N. c. A. differs to some extent. To be en-
titled to an advertising allowance, the dealer must have the 
Ocean Spray advertisement adjoining a chicken advertisement. 
If the advertisement meets the requirement, the N. C. A. pays 
the retailer an amount equal to the cost of the ad at a 
regular line basis. The value of this advertising program 
is doubtful. The retailers who would benefit the most from 
such a plan are the large chains and independents. These 
people recognize the value of cranberries as a loss leader. 
During the largest selling period, cranberries are offered 
continually at a low price, often at a below cost, to attract 
customers into the store. The rebate that they receive from 
N. C. A. merely means that these large retailers can offer 
cr anberries at an even lower price. The smaller retailer 
does not advertise as extensively and, therefore, will not 
benefit as much dollar wise from this type of cooperative 
advertising. At the same time, he cannot afford to compete 
with the larger independents and chains in the sale of cran-
berries. Probably, he will decide to carry a minimum of stock 
in order to answer demand sales and will refuse to push the 
product at any time. 
c. Dealer Aids 
A wide assortment of dealer aids is offered by 
N. C. A. Special point of sale material is developed for 
each of the promotional periods. Sample material is sent to 
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each wholesaler, w·ho is expected to present the material to 
his customers. The retailer indicates his preference and 
amounts on a special order blank which is forwarded to 
N. C. A. The material is sent directly to the retailer from 
the main office of N. C. A. 
The N. C. A. distributes to the wholesalers samples 
of "mats", also, from which the retailer chooses the type 
and number of nmatstt he desires. These are ordered directly 
from N. C. A. 
The disadvantage of distributing promotional 
material through wholesalers is readily apparent. These 
wholesalers handle a wide line of grocery items. f-'lany 
manufacturers pass point of sale material to the wholesalers. 
The wholesaler is to encourage their use by the retailer. 
The amount of time each wholesaler spends to encourage his 
cust omers in utilizing the point of sale material available 
will be affected by the number of items he carries and by 
his willingness to spend his efforts for any one product. 
Retailers who obtain point of sale material in 
this manner are more likely to put it to use. To secure 
the material requires some effort on the part of the retailer 
because he must fill out an order blank, and, therefore, 
some interest in the material is indicated by this overt act. 
There may be a tendency on the part of the retailer to be 
over enthusiastic and order more than he needs. The fact 
that the material is free further encourages over-ordering. 
Since it is not practical for N. C. A. salesmen to 
call on every retailer, the only other alternatives for dis-
tributing dealer aids are by direct mail and enclosures in 
the cases of canned berries. These methods would get the 
material to more retailers, but it is doubtful if the increase 
in dealer cooperation would equal the greatly increased cost 
of the program. Point of sale promotional material, distrib-
uted by mail or enclosures in cases, frequently is never used 
and ends up in the waste basket. 
It would seem then that N. C. A. has been following 
the best possible method of distributing point of sale material. 
'L' o encourage increased cooperation on the part of the whole-
saler some compensation may be given to whole_salers who show 
an interest in the material and who promote retailer interest 
in the material. One possible method would be to allow a 
discount from the price per case for a given number of display 
items. Care must be taken to see that the requirements of the 
Robinson-Patmen Act are met. Frice concessions must be avail-
able to all wholesalers who provide N. c. A. with the desired 
service. There is also danger that the inducement may be great 
enough to encourage the wholesaler to force t he display upon 
retailers who will not utilize the material. 
d. Dealer Cooperation 
Since the beginning of canned cranberries, the 
product has been used as a loss leader. '!'his presents a 
serious problem to the cranberry industry and, particularly, 
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to N. C. A. Loss leader sales on the part of large chains 
and independents result usually in antagonizing the smaller 
r etailer. There is no way that a manufa.ct urer can prevent 
price cutting of his product, unless he invokes the Millard-
'r ydings Act. This act, a federal law, allows the manufacturer 
to set minimum retail prices on goods selling in interstate 
commerce where states have laws permitting resale price 
maintenance. Resale price maintenance has not been too wide-
spread in the food industry because of the availability of 
substitutes. Although N. C. A. enjoys a favored position 
in the canned cranberry industry, it must compete with canned 
fruit products of many manufa cturers. N. C. A. cannot safely 
apply a resale price maintenance policy. 
Through its extensive advertising program, N. C. A. 
has increased the demand for canned cranberries and has 
spr ead the selling period over the entire year. The result 
of the advertising program has been to enhance the value of 
canned cranberries as a loss leader. N. c. A. has been able 
to state, however, that the retailer has increased sales 
through advertising and the retailer would benefit more if 
canned cranberries were sold at the usual price. 
Chart number II (p. 83) was used to show retailers 
the advantages of devoting space to displays of cranberry 
sauce. At first glance the chart presents startling facts. 
A closer study reveals that the period covered by the chart 
occurred during the normally high selling period of cranberries. 
1~ 
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The dollar volume per square foot on an annual basis would 
show a decidedly different picture. 
4. Selling Activities 
a. Brokers 
The highly seasonal nature of the cranberry 
canning industry makes it uneconomical to maintain a large 
selling force. To obtain a large trained selling force 
N. C. A. uses brokers, about 93, located in the principal 
cities of the United States and Canada. These brokers are 
actually manufacturers' agents who handle a wide line of 
non-competing food products. In many cases, the volume of 
business represented by cranberry sales is a small segment 
of their total volume. These brokers make regular calls on 
wholesalers in their areas to sell their products. The 
brokers forward orders to the cannery closest to the market, 
unless a particular cannery is s pecified by the buyer. The 
main office at Hanson, Massachusetts, receives copies of all 
orders for control purposes. 
All orders are quoted F. 0. B. cannery. No 
discounts for quantity are g iven, the price is the same for 
one case as f or 1000. 
A force of five sales re presentatives to do 
missionary selling jobs is maintained to call upon brokers, 
wholesalers and large retailers. They are responsible for 
acquaint ing the trade with future promotional activities and 
securing cooperation toward the promotions from the trade. 
b. Market Concentration 
The greatest concentration of sales of N. C. A. is 
in New York and the New England area. * This reflects the 
concentration of population in urban areas. In these areas 
the convenience of the can in preparing meals is probably 
the dominant cause for higher sales. nother reason is the 
smaller size of the average city family as compared with the 
average country family. A pound package of f resh cranberries 
is equivalent to three one-pound cans of cranberries and 
such an amount may last a small f amily several weeks. The 
fruit can lose much of its natural flavor in that time. The 
concentration of sa.les in cities is a pattern that prevails 
throughout the nation. 
5. Position in the Market 
Chart number III (p. $6) shows the relative 
position of N. C. A. in the processed berry market from 
1944 to 1950. During the war there was a gr.eat increa se in 
the production of canned cranberries. The shortage of sugar 
discouraged the housewife from making sauce and jelly from 
f resh berries. s a result, a greater percentage of the crop 
was available for canning. The increase in canning was 
stimulated, also, by large orders from the armed services. 
Many new companies were encouraged to enter the field by the 
l arge demands for canned fruit. In addition, established 
-·- 43 .,. . 
CHART ill 
CRANBERRY PACk' FOR CROP YEARS 19'tlf-f'l50 
MILLIONS OF CASES 
7~--------------------------------------------------~ 
TOTAL ~ d INDEPHIDHLT CANN.FAS 
~/ NATIONAL CRANBeRRY 
ASS OCIATJON 
O' r<<«<<J ,,,,,,, r<C<CI ICC<<<! r<<<<l VCCCCI IC<£<4 I 
l~'f5-'t'- ('ftf,-'f7 ltt'f7-'f'3 /Cff<i-'fCf 19'f<!-SO l~'t'f -'f5 
S'OURCf: E.Q..U.B YfARS Q_F GROWING-A RfPORT TO MfM8fRS OF 
NATIONAl CRANBERRY ASSOCIA"TIOIV 1~5"1 . p, 5. 
l<f50 -St 
(]:). 
()'\ 
87 
canning companies began to divert some of their facilities 
to the production of cranberries. 
With the end of the war the demand for cranberries 
by the armed forces dropped sharply and canners found that 
they needed to look to the home consumer to absorb the surplus. 
The 1946 crop year was the biggest on record to that date. 
During that year 6,312,261 cases of cr anberries were canned, 
divided, almost equaly, between the N. C. A. and the inde-
pendents.* About this same time retail dealers were finding 
themselves over supplied with canned berries and began to 
buy on a hand to mouth basis. From 1947 until 1950, there 
was a l arge carry over each year of the previous seasons' 
crop because the market could not absorb the high inventories 
on h and. 
The resulting chaos illustrates the problem 
faced by the cranberry industry. There must be proper 
balance between the amount of berries sent to the processors 
and the amount of berries sold to the fresh market. During 
this period the Cranberry Growers' Council was formed. lViore 
will be said about the Council later in this paper, but it 
can be said now that the efforts of the Council were the 
chief factors in t he recovery by the industry from crop 
surpluses. In 1953 the largest crop in history is a reality, 
but nowhere is there panic among the members of the ·trade. 
By orderly, sensible marketing procedure this huge crop is 
~' 38, p. 4. 
being disposed of. 
'T he fresh cranberry and the canned cranberry are 
not in direct com pet it ion with each other. The fresh sales 
are concentrated in the more rural areas of t he Ic'Iidwest and 
Farwest. Th e canned sales are concentrated in the urban 
areas. Although the N. C. A. and E. C. I. overshadow every 
other group in t he industry, the relative position of one 
in the market is not affe cted by the action of the other. 
6. lvtarket ing Costs 
'"igures published by N. C. A. show that of 
every sales dollar received by the association, the grower 
receives 31%. Another 4~fo is spent on containers and supplies. 
Labor at the canning plants accounts for another 5%. Other 
manufacturing expenses equal 11%. Administrative expenses are 
2% and the remaining 11% go for advertising, selling and 
delivery expenses.* 
The dollar return to the grower members on the 
1952 crop was $16.4574 of which $1.35 was in stock.** The 
opening price per case of cranberries in 1953 was ~~4. 00. 
Applying the above percentages to this price, the grower 
should have a return of $1.24 per ca se. Each can of cran-
berries equals about 1/3 pound of fresh berries. A barrel 
of cranberries represents approximately eleven 1/4 cases of 
the processed fruit. At that rate the grower member of 
N. C. A. should earn $13.95 per barrel. 
! _J8i p. 17 . 
.->:- 1 ' p. 1. 
c. Eatmor Cranberries, Inc. 
1. Origin 
The American Cranberry Exchange was formed by 
a group of growers in 1900. The purpose of the organization 
was t o market the crop of its members. The prevailing method 
of selling, at that time, was to ship the berries to brokers 
on consignment. JYiany times the berries were sold at prices 
that \'fould not even cover the freight. Frequently, the 
berries were not sold fast enough and s poiled in the cars. 
The grower, under these conditions, had to pay for the dis-
posal of the berries, as well as the frei ght charges. 
With this new association the growers hoped to 
eliminate the abuses of consignemnt selling. The basic 
policy of the American Cranberry Exchange was to make sales 
and sh ip only where firm orders were received. 11 prices 
were quoted F. 0. B. at the sales company or at the growers 
shipping point. By this method the association avoided the 
losses from s poilage which resulted from conditions beyond 
their control. 
April 28 , 1953, the name was changed to Eatmor 
Cranberries, Inc. (E. C. I.), to ·take advantage of the name 
and good will they had created over the years as a trade 
name for the fruit product. 
2. Organization 
The organization of E. C. I. is different from 
-
N. C. A. E. C. I. is a selling agency for the various 
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state sales companies. They bring together the buyer of 
cranberries and the seller-grower of the berries and they 
provide promotional and merchandising activities. The state 
sales companies could sell their berries through some other 
agency, if they cared to do so. 
Chart number IV ( p. 9ll shm'ls the organization of 
Eatmor and its relationship to the state sales companies. 
Eatmor is actually a cooperative made up of cooperatives. 
The growers are members of the state sales company and elect 
i ts officers. These officers elect officers who manage the 
operations of Eatmor Cranberries, Inc. 
To understand the organization of Eatmor and how 
it differs from N. C. A., a state sales company should be 
studied. The New England Cranberry Sales Company is the 
Massachusetts state growers' association. Any individual 
or company engaged in growing, packing or shipping cranberries 
can be a member of the association. Only one membership 
vote is allowed for each individual or company. This point 
is the fundamental difference between the E. C. I. state 
cooperative and N. C. A. Regardless of his size, each 
grower has an equal vote in the operation of his cooperative.* 
This factor has prevented many large growers from joining 
the cooperative. As a result, the membership is composed 
* 35, p. 4. 
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of small individual growers. Each grower member of New 
England Cranberry Sales Company must pledge 100?~ of his 
crop to the sales company. Failure to do so may mean his 
suspension from the association. 
Orders received by the E. C. I. are forwarded to 
the state sales companies. Upon receipt of these orders, the 
berries are screened, packaged and shipped to their desti-
nation. At no time are berries packed and shipped on consign-
ment. E. C. I. receives all cash as a result of sales of 
cranberries. They subtract from this fund an amount sufficient 
to meet their selling expenses. The remainder is sent to 
the individual sales companies. The balance is distributed 
among the grower members, after the sales companies have 
deducted their expenses. 
3. Promotional Activities 
a. Fundamental Policy 
E. C. I. is the only fresh cranberry distributing 
agency which does any national advertising. Since their 
budget is rather small, around '•p200,000, they are limited 
in the amount of consumer advertising that they can do. 
As a result, their main effort has been directed toward the 
trade to obtain cooperation from wholesalers and dealers in 
the sale of berries. 
The selling period for fresh berries is concen-
trated in the period of October to December. Occasionally 
berries will still be on hand after January but this is the 
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exception. As of January 6 , E. C. I. re ported only 15,000 
barrels l ef t in their st orage houses despite the record crop 
t h is year. >:, This short selJ.ing period requires aggr essive 
promotion and selling on the part of the dealers. Cranberries 
are appealing to the eye, and experience has shown that 
properly dis played many berries can be sold on impulse. 
One of the basic methods of getting dealer cooper-
ation practiced by E. C. I. is display contests. Prizes are 
offered to the retailer with the best displays of cranberries. 
The wholesale supplier of the winning retail store is eligi ble 
for a prize, also. As an additional incentive for active 
selling, prizes are being offered to the t wo brokers who show 
the greatest increase in sales over the past year. 
Some individuals in the cranberry industry feel 
that it is a poor policy to place emphasis on selling to 
the trade, instead of building up consumer acceptance and 
demand. · The se individuals believe that what the trade really 
wants is a product that needs no special selling eff ort, but 
has a rapid turnover because of the consumer demand. The 
volume of business represented by cranberry sales is a small 
proportion of the total sales of the brokers, wholesalers and 
retailers. Time devoted to the sale of cranberries is time 
taken away from the sale of other items of more total volume 
and gross margin. The value of the prize offered to brokers 
~< 21' p . 26. 
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and dealers for their selling efforts may be off set by the 
loss of more profitable sales. 
To make the consumer cranberry conscious would 
necessitate an extensive advertising campaign. A recent 
study on the buying habits of cranberry consumers revealed 
that 46~; of the fresh cranberry sales studied in the report 
\1lere unpl anned purchases.)f The fact that this study was 
conducted during the Thanksgiving to Christmas period indi-
cates that the consumer was not cranberry conscious even 
during the traditional season for berries. This large per-
centage of unplanned sales indicates that a tremendous 
selling job must be done to make the consumer cranberry con-
scious, and to plan the purchase of berries on her shopping 
tours. The resources of E. C. I. do not permit such an ad-
vertising program. 
Since impulse sales are so important in cranberry 
sales, the best method of increasing sales is to have good 
displays. It would seem, then, ~hat E. C. I. is making the 
most of the advertising dollars by encouraging dealers to set 
up, in strategic locations, displays ·of fresh cranberries. 
b. National Advertising 
The present national advertising program of 
E. C. I. was inaugurated in the s pring of 1951. The focal 
* 12, p. 12. 
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point of their national consumer advertising program has 
been consumer prize contests. The objective is not solely 
to get a large number of contestants, but to increase the 
number of readers of Eatmor advertising and to provide an 
incentive to buy Eatmor cranberries rather than competing 
brands. 
A national advertising program, of such size 
never before contemplated in the fresh berry industry, 
pr e s ents many problems. First, any advertising to be 
eff ective must appear during the brief selling season of 
cranberries. In addition, it is necessary for these adver-
t isements to rea.ch the public on specific food shopping days. 
News papers provide a medium that fulfills these requirements. 
As a result, the E. C. I. program has been built around the 
local news papers throughout the nation. 
Second, the sales of fresh berries are not uniform 
throughout the nation but are concentrated in certain areas. 
I 
Distribution facilities have been developed in these which 
make up the general pattern of E. C. I.'s sales. To be effec-
tive, the major portion of the advertisements must be placed 
in these areas that have shown demand in the past and have 
established channels of distribution. Other areas can be 
developed gradually by smaller amounts of advertising as 
distribution facilities are built to supply the new demand. 
This is another reason for the selection of newspapers for 
the center of the program. 
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Third, brand preference for fresh cranberries is 
not very strong. The advertising may increase sales of 
fresh cranberries by creating desire on the part of the 
buyer, but an additional incentive is needed to induce the 
shopper to buy Eatmor. To encourage preference for Eatmor 
the prize contest was added. 
Fourth, · active participation is needed from dealers 
to display the berries and to aid in the contest. Dealer 
advertising in trade papers, by direct mail, by sales meetings 
with store executives and wholesalers and a wide selection 
of point of sale material is made an intregal part of the 
national consumer promotional program. 
Fifth, a program is needed that is flexible and 
can be contracted and expanded as conditions in the market 
and in the crop change. It would be unfortunate to expend 
great energy to increase sales only to find that there is 
not a supply of berries to meet this demand. One of the 
basic things to remember in marketing any agricultural prod-
uct is that it is difficult, if not impossible, to adjust 
production to demand. This axiom is doubly so in the cran-
berry industry. A plan not flexible in promotional eff orts 
to meet changing crop condition~, is not likely to be success-
ful. 
E .• C . .I. is quite happy with the success of their 
first large scale application of national advertising. The 
program has been extended to the 1953-54 year and appears to 
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be a permanent feature of their future advert ising. 
One important thing resulted from the first year's 
efforts. ~ny letters came f rom individuals who had heard 
of the contest but did not know where to buy the berries, or 
f ound that no local grocer carried ~atmor berries. Of course, 
some of these individuals may be called professional contest-
ants, and, as such, are not consumers of cranberries. ~:,.any 
others are potential customers who had little or no knowledge 
of fresh cranberries, but who have become interested through 
the cont est program. E. c. I. would benefit by a careful 
analyze of these letters to discover from where they originated 
and to investigate the reasons for the lack of Eatmor berries 
in these areas. If small sales are being made in these areas, 
the letters provide a strong argument for local retailers to 
ex pand t heir s ales of f resh berries, and, also, the letters 
could lead to the opening of new markets entirely missed by 
the present distribution pattern. 
The advertisement by E. C. I. must do two jobs. 
ll'irst, it must sell the cranberry to the shopper. Second, 
it must sell fresh cranberries to this shopper. To-day a 
large percentage of housewives are working and they do not 
have the time that non-working housewives have to prepare 
elaborate meals. The basic foods for working housewives must 
be quickly and easily prepared. The central theme for all 
advertisements on fresh berries is the convenience and ease 
in preparing them. E. C. I. advertisements emphasize the 
I 
improved methods of preparing the whole cranberries which 
keep the vitamins intact, an important factor to a vit amin-
conscious public, and which eliminate time consuming effort 
on t he part of the homemaker. 
In the past, the housewif e, who wanted to ha ve her 
own cooked berries long after the sea son had ended, f ound it 
necessary to home-can t hem. With the advent of the home 
f reezer and the po pularized frozen f oods, a field opened up 
for t he marketing of fresh berries. Through the promotional 
eff orts of the United Merchandising Institute, an association 
of f resh f ruit and veget able market ing a gencies, dealers 
throughout the nation have been encouraged to display cran-
berries during Freeze Fresh Cranberries ~1/eek. This plan ha s 
be en supported by the majority of the fresh fruit distributors 
and ha s been quite successful in increasing the unit sale of 
cranberries. 
c. Dealer Aids 
Eatmor does not have a program of cooperat ive 
advertising, but does provide the dealer with display material 
and point of sale advert ising. This material includes the 
standard pr ice cards, window streamers and lithographed posters 
to be displayed at various locations in the stores. Much of 
this material is a follow up of the national advertising, 
particularly the cont ests. Recipes are distributed through 
the retail stores. Aid in setting up displays is given to 
the retailer by the salesmen of the wholesalers and t h e 
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brokers. The retailer is encouraged to place his displays 
of berries in areas that provide the maximum exposure for 
impulse sales. 
The relationship of sugar and cranberries brought 
about a tie-in promotion between E. C. I. and the California 
and Hawaiian Sugar Ref ining Corporation. The size of the 
C and H Company, a cooperative, makes it economical for this 
company to hire representatives to call on the retailers. 
Each year during the selling season of cranberries, the 
C and H staff of field representatives conduct a promotional 
program on behalf of cranberries and C and H Sugar. These 
representatives aid the dealer in setting up dis plays of 
sugar and cranberries and distribute promotional mctterial to 
retailers. The C and H fieldmen receive rewards for their 
participation in the planning of prize winning Eatmor displays.* 
Frequently, E. c. I. has borrowed top merchan-
dising men from other f resh fruit distributors to aid in the 
sale of cranberries to dealers and consumers. By this method 
they are able to get top personnel for the brief selling 
period without the necessity of employing these men on an 
annual basis. During the cranberry off-season, E. C. I. 
lends their merchandising representatives to other fresh 
fruit organizations. 
:::< 14, p. 10. 
I 
4. Selling Activities 
a. Brokers 
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Si milar to the case of N. C. A., the seasonality 
factor requires E. C. I. to utilize food brokers. Approxi-
mately 100 brokers are affiliated with E . C. I. t hroughout 
the nation. These brokers solicit orders from wholesalers 
in their respective districts and forward the orders to the 
New Bedford and Chicago offices of E. C. I. During the 
spring and summer months, f ive or six E. C. I. personnel 
travel about the country visiting brokers and wholesalers. 
These calls are made to acquaint the trade with proposed 
merchandising and advertising programs for the coming seasons. 
b. Market Concentration 
The sales of fre sh cranberries are concentrated 
in rural areas. Fully 1/3 of E. C. I. sales occur in the 
Eiddle Western states bordering the upper Iv:i ississippi River. 
Included in this area are: Mississippi, -visconsin, Iowa, 
Illinois and Missouri. Sales, of course, include sales of 
berries from all producing areas. The We st Coast and the 
Northern border states located west of the Great Lakes 
constitute a la~ge secondary market. California provides 
a large market because of the demand by residents of that 
state for fresh fruit and vegetables. The year around 
supply of fr esh produce in this area is the chief cause of 
the continued demand for fresh foods. The large concen-
tration of Scandinavian people in the Northern border states 
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is thought to be the reason for ~he sales in th is area. The 
Scandinavians take great pride in the ir cooking.=>:< 
5. Position in the Market 
The E. C. I. is the l a r gest marketing agency f or 
fre sh cranberries. Their position is not as strong in the 
fresh berry market, however, a s that of N. C. A. in the 
processed berry market. The reason is t hat any grower who 
has a l arge enough production, or a private distributor who 
can obtain suff icient supplies, can go into the market with 
fre sh berries. Very little capital is needed to package the 
berries as little or no machinery is needed. In fact, many 
members of E. c. I. in Wisconsin package their berries by hand 
for orders received t hrough E. C. I. Many of the independents 
are able to dis pose of their entire out- put to one or two 
large chain stores, and, thus, their selling costs are low. 
The position of E. C. I. in the market is grea·tly 
affected by the quantity and quality of the crop. A good 
quality crop, that is bringing high pr ices in the market, 
encourages more growers to place all or a portion of their 
crop on the fresh fruit market. . sudden increase in supply 
has the t endency to depress the market. Those independent 
growers and distributors who do not have the financial 
ability to withstand a falling market usually nbreak" the 
going price to sell their berries as quickly as possible. 
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the general policy of E. C. I. is to keep the price u p in 
these falling markets and divert their excess berries to 
another market. 'l' he net result is that E. C. I. is priced 
out of the market and the proportion of sales obtained in 
these markets by E. C. I. drops sharply. 
The uncertainty of the percentage of crop going 
to the fresh market makes it difficult to plan· prices and 
selling activities. The opening price is set by E. C. I. 
after caref ul consideration has been given to all the 
factors that may affect the price. After a period of time, 
this price changes to conform more closely to the factors 
of supply and demand. A high opening price has the disad-
vantage of making initial sales slow, at least, until it has 
leveled off to what the market will pay. If the trade accepts 
t he high price, more growers are encouraged to enter the 
market. The position of E. C. I. is affected by their initaal 
pricing policies. 
6. Marketing Costs 
Out of every dollar taken in by E. C. I. in 1952, 
5.3$ cents went to operating expenses including brokerage. 
Advert ising, merchandising and publicity accounted for 
another 4.2$ cents. The remainder, 90.34 cents, was remitted 
to the state shipping units. The average price per barrel 
received for the 1952 crop was :;p22.55. The price per 
barrel remitted to the state shipping unit was ~>20.37. 
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From this amount must come the expenses for the state units.':' 
The amount returned to the grower will vary with 
the services provided by the state affiliate. In some areas 
the growers do their own screening , packaging and shipping. 
The cooperative in t his case provides the services of pur-
chasing supplies, assembling and distributing orders received 
from E. C. I. The dollar amount r eturned to these growers 
will be greater than the return to the grov;er who belongs to 
a cooperative which provides all functions, except growing 
and harvesting. There is a strong argument in fa vor of having 
s creening, packaging and shipping provided by a single agency. 
The machines, equipment and buildings can be utilized at or 
near their top capacity. Employees who s pe cialize in these 
functions can be hired and a more eff icient operation is more 
likely to result. Interest in the capital invested in mach in-
ery and the cost of depreciation will be less in a central 
operation. The grower can concentrate on developing his 
skills in growing if he is not required to perform the pack-
a g ing function. 
D. Opinions of Buyers on the r1arketing Program 
of the Cooperatives,;'* 
Both E. G. I. and N. C. A. have developed extensive 
national consumer and trade advertising programs. A recent 
study was made by the Depart me nt of Agriculture to determine 
,;, 34, p . 11. 
,;'* 3 2. 
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to what extent the trade knew and accepted the promotional 
programs of the cooperatives. The objectives of the survey 
were to determine, (1) the opinion of the trade on the effec-
tiveness of the advertising and promotion conducted by the 
cranberry industry, (2) the opinion of the trade on the brand 
knowledge by consumer and brand competition, (3) the opinion 
of the value of coordination already attempted by the cran-
berry industry, and (4) to point out what the trade knows 
about industry policies. 
Included in this survey were 57 buyers of fresh 
berries and 57 buyers of processed berries. These buyers 
represented wholesale firms, chain stores and cooperative 
wholesale firms. Of the group interviewed forty-six said 
they thought that the advertising program of the cooperatives 
was good in general. Twenty-five felt that the strongest 
point of the advertising was the tie-in of cranberries with 
poultry. Ten believed that the suggestions for uses of the 
berries in the display material and advertisements help the 
sale of berries. The fact that thirty-three had no opinion 
of the cranberry advertising at all indicated that at the 
time of the survey, 1951, very few members of the trade knew 
about the advertising program. ~ . C. I. and N. C. A. employ 
several salesmen to call on the trade before and during the 
selling season. This policy has overcome, no doubt, the lack 
of knowledge of the advertising programs on the part of the 
buyers, at least to some extent. Retailers are more likely 
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to give favorable display space to the well advertised prod-
ucts. It is the responsibility of the cooperatives to make 
sure that the trade knows of their promotional activities. 
Iviany buyers questioned whether there was consumer 
nreference for the different brands of fresh and processed 
berries. Those that handled the Ocean Spray brand exclusively 
gave for the chief reasons for buying Ocean Spray, national 
advertising and consumer acceptance. 
Buyers of the fresh cranberries gave price as the 
chief consideration in selling fresh berries. Eatmor brand 
was carried exclusively because of the high quality berries 
packed under the brand and the national advertising program 
of E: . C. I. No doubt, this is the reason E. C. I. devotes 
a large proportion of their annual advertising budget to 
trade advertising. 
At the time of the survey two-thirds of the buyers 
did not know that the Growers' Council was allocating the 
crop between fresh and processed channels. A few of those 
who did know of the Council believed that the sales of 
fresh and processed berries would balance itself if left 
alone. The strongest support for the Council came from the 
handlers of the fresh berries. These individuals had become 
alarmed at the shift toward processed berries and felt that 
the Council's allocation would slow or stop this trend. 
Although the activities of the Council have been 
clearly emphasized, little eff ort has been given to 
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publicizing the Council and acquainting the trade with the 
Council's objectives. The advertising manager of N. c. A. 
was of the opinion that the trade was not interested in how 
the industry allocated the crop just as long as each market 
had amule supply. The advent of a short crop, at some future 
date, may greatly stimulate the interest of the trade in the 
Growers' Council. It would seem that the industry could 
benefit a great deal by showing the trade that the coopera-
tives are aggressively endeavoring to bring about an orderly 
marketing process. 
E. In de pendent s 
1. Importance in the Industry 
a. Fresh Fruit 
The force of the independents is felt strongly in 
the f resh fruit market. Table number I ( p. 107) shows the 
tonnage handled by N. c. A. and E. C. I. during the 1952 
crop year. The percentage, handled by E. G. I., 26.f!%, and 
that handled by N. C. A., 48.4%, equals 75.2% of the entire 
national crop. Of the remaining 24.8~ , the major portion 
f ound its way on to the fresh fruit market. This is almost 
50% of all cranberries sold as fresh f ruit.* Such a large 
percentage can nullify, for the most part, all the promotional 
activities of E. C. I. Many independents set their prices 
slightly under E. C. I. to overcome any preference by the 
* 34, p. 7. 
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buyer for the Eatmor brand. In this case E. C. I. prices 
act as an umbrella for the fresh berry market. Eatmor cannot 
require or contract for cooperation on the part of the inde-
pendents without the possibility of incurring anti-trust 
action by the government. The independents, therefore, will 
continue to be an important factor in the price and distri-
bution structure of the fresh berry 
b. Canned Fruit 
The shortage of sugar during the war led many house-
wives to switch to processed berries. The demand was 
increased further by large orders from the Federal Government 
for the Armed Services. The huge demand encouraged many 
inde pendent canners to enter the processed cranberry market. 
The peak year was reached in 1946-47, when independents packed 
about 50;~ of the processed berries, or about 3,000,000 cases.::• 
The large pack of 1946-47 had a great depressing effect on 
the processed berry market. rvrore than 50'}'~ of the pack was 
carried over each year after that, which depressed the market, 
further. It was not until 1951 that the back log of processed 
berries was finally eliminated. or the crop year 1952-53, 
N. c . A. was sold out completely by August, and the market 
was in a good position to face the record crop of 1953. 
It has been stated elsewhere in this paper that 
cranberries, when canned, soon become shelf worn and lose 
* 3 8' p. 4. 
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their high quality. The most effective way to preserve the 
quality of the canned berries is to pack berries to meet 
current demand only. The remaining berries are ke pt frozen 
until they are needed. To pack berries in this manner 
requires storage facilities that have the capacity to hold 
the ma jor portion of the berries destined for processing. 
l ew independent canneries have the sufficient storage 
facilities which would enable them to process their berries 
to meet current demand. Independent canners usually pack 
all t heir berries at once and hope to be able to sell t hem 
rapidly, before they begin to darken in the cans. 
Cranberries packed in glass can be kept indefi-
nitely without shovling any deterioration or darkening. .F'or 
this reason, some private brand berries are packed in glass 
instead of the standard can. The disadvantage of t his method 
is the higher cost of the glass container when compared with 
the can. The glass-packed berries cannot compete in price 
on the grocers' shelves with the standard can-packed berries. 
Desoite the higher cost many private brand canners continue 
to pack berries in glass, because they want a complete line 
of food items. 
It is safe to say that the independents will be 
relatively unimportant in the processed berry industry in 
normal times. Unusual circumstances, such as was experienced 
during ~'Jorld Vvar II, may result in an increase of independent 
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brands f'or a time, but this activity is not likely to be 
permanent. 
2. Iv1arket ing Policies 
The inde pendents, a s a group, should not be 
condemned as a detriment to the market. As a small, yet 
important group, these independents keep the larger coopera-
tives in line. N. c. A. and E. c. I. must consider the 
actions of the inde pendents in t heir marketing programs and 
must put their best efforts into organi zing these programs. 
The independents provide a distributing agency f or those 
gro'ljlrers who may be dissatisfied with both t he big coopera-
tives. The independents provide a watchf ul minority who act 
to prevent the l ar ger cooperatives f r om abusing t h e privilege 
t hey have as leaders in the indust ry. 
Naturally many cooperative members look upon inde-
pendents with disfavor. They see non-members benefiting from 
all t he improvements brought about by the big cooperatives 
while not paying for t hese benef its. One might argue, however, 
that the di f ficulty non-members encounter in marketing their 
berries in poor years more t han off sets the good years. Since 
member growers have the advant age of cooperative a ctivity in 
good and bad years, they receive more overall benefit by being 
cooperative members than do the non-member growers. Actually, 
this is not entirely the case. There is nothing to prevent 
the grower, who wa s a non-member in good times, f rom becoming 
a member of the cooperative in bad times. 
lll 
Under the Cooperative Marketing Agreement of N. C. A., 
growers have the right, 1'to direct that not more t han 50:1; of 
said berries so delivered to the Cooperative during that year 
be sold f resh thr ough a specif ied agent or agency11 . * Under 
these conditions the growers can choose an independent agency 
to market their berries, if the price of fresh berries is 
higher t han anticipated r eturns f rom the process ed berries. 
Off icials of E. C. I. have been openly critical of the partial 
cont ract policy of N. C. A. There is some justification in 
the belief that this policy ha s worked to t he det r i ment of 
both E. C. I. and N. C. A., since neither can be certain of 
the percent age of the crop which t hey can expect to handle.~:-* 
There is no doubt, t hat, if N. c. A. had 100% control of 
t heir members' crops, the supply handled by the inde pendents 
would be lessened considerably. 
F . Coordination Among the Marketing Groups 
1. Growers' Council 
a. Reason for Council 
The greatest problem f acing the cranberry industry 
is the proper distribution of the crop between f resh fruit 
and processed fruit. The increa sed percentage of berries 
t hat went into processed fruit. during, and shortly following, 
the T'Yorld War II had greatly depressed the market for cran-
berries. 
:{,< 37, p . 1. 
*~:- 34' p . 7. 
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The Cranberry Growers' Council was formed in 1949 
to allocate the 1949 crop, controlled by N. C. A. and 
E. c. I., between the fresh fruit and the processed fruit 
markets. The Council is made up of Directors from the two 
large cooperatives. 'rhe Council meets several times during 
the cranberry season to allocate the crop. The needs of 
both the cooperatives are considered and the crop is allocated 
according to these needs. 
The Council usually meets in the spring of the year 
to talk over prospects of the coming season. At these meet-
ings the different cooperatives make estimates of their needs 
for the season. After the crop estimate . for the season has 
been made by the United States Department of Agriculture, the 
Council meets and makes a partial allocation of the crop to 
each cooperative. Periodically thereafter, as tne season 
progresses, the allocation is revised to meet changing condi-
tions, until the final allocation has been made at the end of 
the harvest season. 
b. Success of Council 
The activities of the Council can be credited with 
the success that has been experienced in eliminating the 
large carry-over of berries from previous seasons. Although 
the Council represents only E. C. I. and N. C. A., cooperation 
throughout the industry in maintaining the suggested balance 
between fresh and processed berries has been good. Inde-
pendent distributing agencies, although not members of the 
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Council, recognize the problem f aced by the industry and 
realize the importance of an allocation program. vVithout 
the cooperation of the independents the actions of the Council 
would be nullified. 
The Council has the responsibility of planning 
f or any sur pluses before they occur. The 1953 crop of over 
1,000,000 barrels presented the crucial test f or the Council. 
Over-su~ply of berries to either market would mean lower 
pr ices for those berries. The final allocation of the berries 
controlled by E. C. I. and N. c. A. is as follows: 
To N. C. 1 • 
425,000 barrels from contra ct members 
plus 20% of Eatmor's crop , about 
100,000 
525,000 barrels 
To Eatmor 
500,000 
400,000 
barrels from contract members 
20% of Eatmor's crop to N. c. A. for 
processing (about 100,000 barre ls) 
barrels to be sold fresh 
Original estimates by growers were somewhat under 
the actual crop at the time the allocation was made. Conse-
quently, National estimates that they will process 485,000 
barrels of members' berries, plus another 100,000 barrels 
from ~ . C. I. for a total of 585,000 barrels. Eatmors total 
1rrill be around 400,000 barrels to be sold as f resh fruit from 
an estimate of 500, 000 barrels f rom their members.* 
~;: 9, p. 2. 
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On January 6, 1954, 2 . C. I. announced that t hey 
had on hand in their storage house only 15,000 barrels. The 
remarkable sales of f resh berries during this season of a 
record crop is the result of aggressive promotion on t he part 
of t he cooperative and the careful allocation of the crop by 
the Council. N. C. A. estimates that 90% of their allocated 
berries will be sold by next fall.::: The success of the 
Council in 1953 indicates that the industry is taking proper 
steps to meet the big problem of formulating a sensible 
marketing program which insures proper distribution of berries 
to the fresh and processed markets. 
c. Future of Council 
The purpose of the Council is to allocate the crop 
between the fresh and processed marketing outlets. Since 
the N. C. A. and E. C. I. are competing businesses, some 
groups have looked upon the atte~pt to control the market 
through the Gounc il as an unlawful combination in restraint 
of trade. At the time of the writing of this paper, the 
United States Government was actively engaged in the investi-
gation of the Council to determine if the anti-trust laws 
are being violated. 
The Federal Government in 1941 charged the N. C. A. 
and E. G. I. and a few large companies with operating a com-
bination in restraint of trade. The corporate defendents 
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pleaded nolo contendere and the charges were dismissed upon 
payment of $32,000 in fines.:<< When the Council was organized, 
N. c. A. and E. C. I. were careful to avoid the conditions 
which caused the anti-trust actions in 1941. Lawyers of both 
cooperatives are confident that the Council is entirely within 
the law. 
The Council has been a great success and has aided 
the cranberry industry in solving its marketing problems. In 
view of a favorable decision by the government, the Council's 
crop allocation is a system that will be used by the N. C. A. 
and E. c. I. for many years to come. 
2. Independents and the T\N"O Great Cooperatives 
The independents are to the cranberry indust ry 
as the sea anchor is to the boat. The sea anchor does not 
prevent the boat f rom drifting with the wind but does act as 
a brake to keep the boat from getting out of control. The 
independents in the cranberry industry operate jointly with 
cooperat ives for the most part, but their freedom of action 
prevents the marketing policies of N. C. A. and E. C. I. from 
becoming radical due to over-enthusiasm. 
The better independents realize that there must 
be cooperative action among various cr anberry marketing 
groups if the industry is to remain healthy. 
::< 6, p. 42. 
Chapter VIII 
Recent Changes in Merchandising Techniques 
A. Packa g ing 
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1. Development of Cellophane Bags and !Jindow Boxes 
The earliest cranberry container was t he barr el. 
The barrel averaged around 90 pounds of berries. Later, t he 
berries were sent to market in boxes which were approximately 
23-25 pounds of berries. The retailer, who sold berries in 
bulk, was r equired to mea sure or weigh the f ruit as it was 
sold. This method was satisfactory until the. development of 
the self s ervice super-market. Fresh berry sales f ell off 
be cause of the inconvenience to the consumer in weiehing out 
t he berries in self service stores. Loss to the r etailer 
also occurred due to berries damaged by handling and s pilling. 
The need for a convenient package or cont a iner 
was f urther increa sed by the large carry-over of processed 
f ruit from the 1946 and 1947 growing seasons. The need to 
push t he f r esh berry spurred the development of t he one- pound 
cellophane bag and window box. To-day E. C. I. packs about 
60% of their fresh berries in cellophane bags and about 40% 
in window boxes. The sale of the quarter barrel boxes is 
almost entirely limited to shipments to be processed. 
2. Analysis of Recent Studies on Packag ing 
To date, two studies on consumer pa ckage preference 
have been made. One was conducted by the United States 
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Department of Agriculture; the other was conducted by the 
Dobeckrnwn Company of Clevel and , Ohio, a manuf acturer of pack-
aging supplies. 
The Department of griculture survey was limited 
to six super-markets in two large cities, Bost on and Topeka. 
The survey was condu cted during t he 16 days ending on Tuesday 
before Thanksgiving in 1952. * The s t ores chosen were believed 
to re present t he general market f or cranberries, t hat is, 
u pper-medium and low income groups of both professional and 
industrial workers. 
Observers were located in the chosen markets to 
note which type of package t he customers selected, the cello-
phane bag or t he window box. In addition, int erviews were 
made with customers, after t hey had made t heir sele ction, to 
find out the r eason for their choice and if the purchase was 
planned or unplanned. To eliminate bia s due to the position 
of t he package, the dis play was rotated daily. Since the price 
for ea ch wa s the same during the experiment, it can be assumed 
that the type of package was the motivating force behind the 
selection. Table number 2 and t able number 3 (p. 118 ) show 
the exact proportion of sales represented by each type of 
package. The reader will note that in both cities the pur-
chases of cello phane bags re presented around three out of 
every four sales. 
>:< 29. 
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TABLE II 
SALE OF CRANBERRIES IN BOSTON 
One-pound Window Boxes and Cellophane Bags 
Week ending Week ending November Total units 
Store November 15 November 22 24 and 25 for test 
. period 
Bags Boxes Bags Boxes Bags Boxes Bags Boxes 
No. No. No. No. No. No. No. No. 
No. 1 
No. 2 
No. 3 
Total 
211 
122 
59 
Units ~ 
Percent 76 
73 
40 
12 
397 
161 
92 
m £2Q 
24 75 
114 
~~ 
350 
85 
89 
'ID5 . :m 
- ·-
25 74 
88 910 
84 368 
7 240 
!12: 1518 
26 74 
source: u. s. Department of Agriculture, Marketing 
Research Report No. 34. l\~ay 1953, p. 5. 
TABLE III 
SALES OF CRAN BERRIES IN TOPEKA 
One-pound Window Boxes and Cellophane Bags 
275 
148 
97 
520 
26 
Week ending Week ending November Total units 
Store November 15 November 22 24 and 25 for test 
period 
Bags Boxes Bags. 13oxes Bags Boxes Bags Boxes 
No. No. No. No. No. No. No. No. 
No. 1 
No. 2 
No. 3 
Total 
182 
133 
53 
Units 368 
Percent 73 
69 310 
43 365 
22 159 
ill ill 
-
27 76 
129 134 
94 43 
)6 18 
24 82 
9 626 
20. 541 
9 230 
18 76 
Source: U. S. Department of Agriculture, Marketing 
Research Report No. 34. May 1953, p. 6. 
207 
163 
67 
1tTl 
24 
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The chief reason given f or t he choice of cello-
phane-bagged ber r ies was that the cellophane bags all owed the 
consume r t o see t he berries. It would a ppear from this that 
t he window box type did not permit the consumer to see a 
l arge enough por tion to aid in selecting good berries. Pur-
cha sers of the boxed berries stated that the chief reason 
for their choices was that the boxes were more resist ant to 
damage in storage. The s e purchasers repr esented, however, 
only one-eighth of all the cranberry customers in the study. 
All purchasers were asked whether t hey would have 
chosen a diff erent pa ckage if the preferred pa ckage wasn't 
ava ilable. l'Iore than 80% s a id t hat t hey would have t aken 
whatever package wa s pr e sent. 'l'his would indicate t hat 
consumer preference for a certain type of pa ckage was not 
very st r ong . 
The study brought out t he importance of i mpulse 
s ales in the cranberry market. Note that the time of the 
study was during the period of greatest sales of cranberries, 
yet, an a verage of 29.5% of all the sales were impulse pur-
chases. Of the total i mpulse purchases, 71~~ were made with 
cellophane- bagged berries. The value of t he transparent bag 
in stimulating sales is clearly brought out at this point. 
The Dobeckmum Company's survey substantiated that 
of the Department of Agriculture. * This study was conducted 
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in five cities, Kansas City, vlissouri; Boston, i ~assa.chusetts; 
Chicago, Illinois; Cleveland, Ohio; and Denver, Colorado. 
The r esults of this study show a preference for the bags 
over the boxes at a ratio of 3. 5 to 1. The chief reason for 
t h e choice of the bags was the same as that brought out by 
the Department of Agriculture study, the consumer can see the 
berries better. The chief reason for the selection of the 
box was also the same, the package will not break easily. 
This survey shows that 46% of the purchases were unplanned. 
Of the unplanned sales, 65% were in bags. Again, the value 
of cellophane bags for impulse selling is demonstrated. 
These studies clearly show that the consumer prefers 
the cellophane bags and buys three bags of berries to every 
one box of berries. The industry average is around 507~ bags 
and 50% boxes. The quest ion arises, why, in the face of the 
obvious preferences for the bags, do the packers continue to 
sell half their berries in window boxes? For the most part, 
berries are packed on order and in the particular container 
requested by the buyer. Nany individuals in the trade believe 
that the box preserves the berry better and reduces damage to 
the fruit. For these reasons they continue to buy the boxed 
berries. Here is a job for the marketing agencies to perform. 
The trade should be shown the value of the bag from the con-
slliner preference standpoint and from the standpoint of the 
bags' value in stimulating impulse sales. 
B. New Products 
1. J uices, Jams 
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The production of cranberry juice and j ams is 
not a new proce ss, but they are rather new products on the 
market. The chief deterr ent to the wide spread sale of 
cranberry juice is the l arge amount of berries that is 
needed to produce the juice. The process requires expen-
sive machinery and is more expensive to produce t han the 
standard sauce. The large crop of 1953 will result, no 
doubt, in the increased production of cranberry juice. 
Cranberries have long been mixed with other 
fruits to produce tasty jams. Here again, production has 
be en limited because of the greater ret urn to the grower 
f rom berrie s t hat have been processed as sauce. A large 
crop year will r e sult in more berries being set aside for 
jams. 
The N. C. A. proc e s s ing plants are geared f or 
the production of cranberry sauce. The s pace set aside 
for t he production of juices and jams is rather small. 
These cranberry products, as a r esult, will be used as 
buffer products to absorb surpluses of berries. They are 
not likely to become a major sourca of income to the canners 
for many years. 
2. By-products 
The cranberry industry has long looked f or a 
commercial outlet f or the by-products of the canning process. 
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Berries that go into the whole sauce have no waste. The 
berries that go into the strained sauce have the skins and 
seeds left as a by- product. Not only are these by-products 
wasted, but there is some expense involved in disposing of 
the se products. 
Ursolic acid, an emulsifying agent, is known to 
exist in the skins of the cranberry. This acid has been 
applied successfully in water-proof ing fabrics, woods and 
metal surf aces. The greatest commercial value for ursolic 
acid seems to be in the manufacture of cosmetics. Ocean 
Spray has a pilot- plant set up at Hanson, J.Vlassachusett s. 
From t he operations of this plant it has been deduced t hat 
around 300 pounds of ursolic acid a day can be produced 
from the skins during an average crop year of 500,000 to 
800,000 barrels of berries. This product should add about 
4/il,OOO,OOO a year to the annual income of the coo perative. ,;' 
On the average, 1000 barrels of berries produce about 2000 
pounds of dry pulp of which 1200 pounds are skins and 800 
pounds are seeds. From the seeds an oil not unlike olive 
oil can be recovered. This oil is very effective when used 
in a salve for the treatment of burns and excema. ** 
The chief reason for the failure of N. C. A. to 
produce these products commercially is one of production. 
':' 17. 
* ~' 24 . 
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To date no system has been developed to produce these products 
at a price that will compete with the price from other 
sources. N. C. A. canning plants are located in growing 
areas across the nation. The problem of transporting the 
skins and seeds to a central processing point is the greatest 
obstacle to be overcome. It is not practical to build plants 
in each of the growing areas. Until this production problem 
is solved, the manufacture of marketable by-products will be 
retarded. The N. C. A. has made a grant to the University 
of -,i/'isconsin .for the research into chemical by-products of 
cranberries. The University of Wisconsin recently announced 
that an amino derivative from ursolic acid was expected to 
prolong penicilin's effect in the body.* 
~< 18, p. 42. 
Chapter IX 
Future of Industry 
A. Cooperation Among Marketing Groups 
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The need for cooperation among the marketing 
groups was aptly illustrated by the marketing situation of 
1950-51. The crop for t hat year was 982,700 barrels, an all 
time r ecord. The market for processed berries was still 
depressed due to a l arge carry-over fr om past years. This 
fact caused many more barrels of berries to be sold on the 
f r esh market t hat season. The over-supply of fresh berries 
resulted in a low price for the berries. Price cutting 
became a common practice and the pr ice steadily declined 
thr ough the Thanksgiving Season. Some retailers ~ere selling 
f resh berries at 10¢ a pound. It is generally believed that 
t he serious market situation of that season was further 
aggravated by the increase in consignment shipments. lViany 
independent growers and distributing agencies lost confidence 
in the market and shipped their berries on consignment to be 
sold at the best possible price. ','hile price cutting incr eased 
the barrel volume of sales, the dollar volume was cut substan-
tially.* 
The writer does not recommend t hat the independent 
growers and distributors blindly follow the lead of the 
N. C. A. and E. C. I. The writer does recommend, however, 
* 32, p. 12. 
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that t he independents consider the effect upon the cranberry 
market before they adopt a policy of underselling the 
cooperatives or selling on consignment. 
To open the Growers' Council to admit independents 
as members would increase the liklihood of having t he Council 
declared illegal. This would not prevent, however, the 
members of the Council from hearing the viewpoints of the 
independents toward the allocation. proposals. Consideration 
of these opinions would insure, to a greater extent, the 
cooperat ion of the independents. 
That the basic policies of the Council are sound 
and that the inde pendents have accepted their r esponsibilities 
toward the industry is clearly indicated by the successful 
marketing of t he 1953 fresh berry crop. The storage houses 
were almost empty by January, with the market price for fresh 
berries still around ·lli4.00 for a case of 24 one- pound bags.t;< 
B. Possible Consolidation of N. C. A. and .c; . c. I. 
The possibility of having the Growers' Council 
declared illegal has brought forward a plan to consolidate 
the E. C. I. and N. C. A. This consolidation would create 
increased savings in administrative overhead, but selling and 
advertising expenses probably would remain about the same. 
The fresh and processed fruit reach the market through 
* 20, p . 12. 
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differ ent channels, and salesmen would be needed to call 
on these different channels. The chief advantage of 
consolidation would be the elimination of any question of 
illegality in the allocation of the crop between fresh and 
processed outlets. 
The biggest stumbling block to consolidation lies 
in the voting :privilege granted the members of the coopera-
tives. E. C. I. i .s the marketing agency for a group of 
grm-vers' cooperatives located in the various grov.ring areas. 
I·Iembers of these state cooperatives are limited to one vote 
per membership regardless of the size of the individual 
holdings. r·lembers of N. c. A. . are allowed one vote for 
every share of N. C. A. stock that they own. Members are 
allowed one share of stock for each 5 barrels of berries that 
they supply the cooperative. This method has the effect of 
giving the larger owners, who have more to lose, a greater 
voice in the ope rat ion of the cooperative. The large N. C. A. 
members are not likely to exchange their greater voting 
power in N. C. A. for a single vote in a consolidated organi-
zation. On the other hand, smaller growers of E. C. I. state 
cooperatives are not willing to lose their equal voting 
P0\11/er and be overshadowed by the larger growers in a 
consolidated organization with votes based on the size of 
the individual contribution to the crop pool. 
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The consolidation of E. C. I. and N. G. A. is 
likely to materialize only in an extreme emergency. If the 
Growers' Council fails, other methods will be tried with 
consolidation as a last resort. # 
# See page 131 - a, Important Note. 
Chapter X 
Conclusion 
12S 
At present !•1assachusetts enjoys a favored position 
in t he cr anberry industry. The chief varieties of ~assa­
chusetts, the Early Blacks and the Howes, are preferred by 
the tra de buyers because of their color and kee ping qualities. 
These factors have made the cranberry Massachusetts' l a r gest 
agricultural export crop.-.' Many thousands of people depend 
to some extent upon income derived from the growing or selling 
of cranberries. To many small farmers it provides a ca sh 
crop even when farm prices are low. 
The increa sed bog acreage in the I estern growing 
areas and the lower harvesting costs give fair promise that 
IV:assachusetts' position in the market will be threat ened in 
the not too distant future. The flat terrain of \\f isconsin 
is ideally suited f or the building of large bogs. These 
large bogs per mit the economical use of machinery f or 
harvesting and maintaining the bogs. The growers of Wa sh-
ington and Oregon do not have to face the severe winters that 
the Eastern growers must face. The loss of vines and f r uit 
due to f rost in ·: Jashington and Oregon is a fraction of that 
suffered by the JV-'assachusetts and v isconsin growers. All 
berries sold through the cooperatives are sold at the same 
~' 14, p. 15. 
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prices regardless of the growing area from which they 
originated. This means that the vi/estern growers, with 
lower harvesting and maintenance costs and more favorable 
weather, enjoy a higher net income per barrel of berries 
than do f ellow growers in Massachusetts. The additional 
income enjoyed by the ;'Vestern growers encourages a greater 
expansion of bog acreage in these areas than in I•iassachusetts. 
There is little that can be done to off set t he increa sing 
1estern production. High cost of labor in the r1:assachusetts 
area limits the amount of bog building in the less productive 
bog areas of the state. 
The production in New Jersey has been declining 
primarily due to the fact that bogs have been allowed to 
deteriorate. Weed growth not only reduces berry production 
but reduces the market value of the berries, because of the 
large amount of waste material mixed with the berries. The 
cost of renovating bogs is almost as expensive as building 
new ones. Although bog renovation is in progress in New 
Jersey, it is doubtful if this area will recover its former 
position in the industry. 
The entire industry is faced with the increased 
concentration of bog acres in the hands of a limited number 
of ind ividuals. This is the result of the high cost of 
building and maintaining the bogs and the increasing need 
for expensive harvesting equipment. This concentration of 
holdings does not need to hurt the industry. Large growers, 
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with many thousands of dollars invested in bogs and water 
r e servoirs, r ecognize the advantages in t he application 
of scientific growing and harvesting techniques. The result 
has been th e marketing of a higher quality fruit. The 
generally higher quality berry grown and sold to-day has 
incr e ased greatly the demand for the cranberry by the 
consumer. 
The promotional a ctivities of t he mar keting 
agencies have done much toward developing an all- year 
selling s eason f or the cranberry. The year a round s a le of 
cranberries permits the marketing of larger cr ops at prices 
which r esult in a f air r et urn to t he growers. This is an 
i mportant f act or in view of the incr eased yields of existing 
bogs and the construct ion of new bogs in many gr m'ling areas. 
Development of new pa ckaging and proc essing 
methods has enabled the industry to market the crop in the 
f orm most conven i ent for the consumer. The industry is 
alert f or new uses f or cranberries and its by-products, so 
that the berries can be marketed in the f orm wh ich provides 
the greatest returns to the grower under all crop conditions. 
The f uture of the cranberry industry looks bright. 
To-day cranberries are no longer consumed exclusively during 
the Thanksgiving and Christmas Seasons. 'r he industry must 
continue to promot e year around consumption if it is to 
ret a in the ground that ha s been gained. Growers must 
abandon the Hgo it alone " f eeling that ha.s been increa s ing 
1.31 
since the cranberry market has been stabilized. Such 
individual a ction can result only i n throwing the industry 
back into the chaotic conditions t hat existed before the 
growth of the cooperatives. Cooper at ion among grmvers and 
marketing groups is necessary if the industry is to r emain 
healt hy and pros perous. 
131 - a 
Il\1PORT ANT Nal'E 
The Federal Trade Commission has indicated to 
t he members of the Cranberry Growers' Council that t he 
Council, in t heir opinion, was an illegal organization. 
The Federal 'l' rade Commission declared that they were con-
templ ating i mmediate litigation to insure the dissolution 
of the Council. 'rhe writer was inf ormed of these facts in 
a letter, dated April 15, 1954, f rom James E. Glover, First 
Vice President of the National Cranberry Association. 
Members of the Council have indicat·ed t heir 
desire to have the Council dissolved, since they had no 
int ention of viola ting the law when the Council was f ormed. 
The Council has r equested the Federal "l' rade Commission to 
hold the legal action in abeyance until the dissolution of 
the Council could be af fected. The F. T. C. has agreed to 
that request and the Council is now being dissolved by its 
members. 
The result of the dissolution of the Council has 
been a shifting of membership in the various cooperatives. 
The New England Cranberry Sales Company has been purcha sed 
by N. C. A. Some of the l a r ger growers of Growers Cranberry 
Company of New Jersey have joined N. C. A. The picture at 
this time is quite uncertain. 'l' he end of the Growers Council 
may bring about the consolidation of the t wo big cooperat ives, 
a plan which has the support of many members of the industry. 
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